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rhe Blue Cross plans for hos- 
-o] care are talking about adver- 
ing. but some of the boys still 
that if you can get it for 
ng. there’s no use paying 


is 


v i 

Believe it or not, Mr. Ripley, 

tere is at least one advertising | 
ency which will not place and} 

ellect commissions on an ad it has | 
nd no part in preparing. 
v v v 


ADVERTISING AGE reports a test 
ampaign for Drax, the new John- 
on water repellent and stain re- 
istant. “for use on all washable 
yroducts.” 

If this includes babies and chil- 
icen, Drax is in. 
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Modern Industry is using pic- 
ures of members of its staff in its 
ids, and friends of Spats Johnson 
nsist that in the current one his 
igar is even more life-like than 


World Federation 
of Co-ops Urged 


at Centennial 


Co-op Members Buy 
$750,000,000 Annually, 
Conferees Are Told 


Chicago, Oct. 12.—An interna- 
tional federation of cooperatives 
to check private or government 
cartels, and a closer link between 
farmers and city workers, were 


urged by speakers at sessions of | 
the Cooperative Centennial Con- | 


gress, being held here this week. 

A federation of cooperatives 
here and abroad to handle petro- 
leum products, food and related 
supplies in world commerce, was 
proposed by Howard A. Cowden, 
chairman of the committee on in- 
ternational reconstruction of the 


For your every-day well-being | o 
ITS VITAL TO MAINTAIN PROPER OPA Won't Boost Prices 


IRON LEVEL"IN YOUR BLOOD 


on Basis of Sales Costs 


~ Must Act Now for 
More World Trade, 
Gifford Maintains 


Government Support 
and Better Selling 
Will Be Required 


—s = 
= to et ALLRAW 


from the VITAL OUTER LAYERS of finest wheat 


OPENER—First of a new series is this 


1,000-line copy which appeared in 
newspapers throughout the country ‘ 
Oct. 6 for Kellogg's All-Bran. Kenyon New York, Oct. 12.—A race for 


international trade unprecedented 
in world history — and 
which the United States 


& Eckhardt, New York, is the agency. <onenigy == 


Says Selling Expense 
Will Be Low During 
Immediate Future 


BY STANLEY E. COHEN 


Washington, Oct. 12.—OPA de- 
nies that it considers holding down 
promotion plans of the consumer 
durable goods producers who will 
reenter the market after V-E Day, 
but pricing officials are firm in in- 
sisting that ambitious selling plans 
will not be considered legitimate 
justification for prices above the 
1942 ceiling. 

Under the proposals most fre- 
quently voiced by OPA, upward 
price adjustments will be given to 


compensate for any actual hard- 
ships that may result from in- 


is but|creased labor and material costs. 


poorly prepared—will get under | Before such adjustments are given, 


toate. way among leading industrial na-| however, officials expect that the 


th © © . 
Cooperative Teague, Murrey D.| Sectional Battle 
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v v v 
“There’s a woman waiting for 
jou,” is the title of a WHC book- 
let, but the adman detained in 
town on important business is 
likely to respond, “‘That’s what I’m 
afraid of.” 


'tions after the war, R. W. Gifford, | 
ative League, urged the fostering 


v v v } 
| 


Keith Evans has joined the} 
Western Advertising Agency in | 
Angeles, and it’s beginning to} 
look as if there’s an opportunity | 
for a fine National Association of | 
Keith Evanses Ltd. 
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Super Service Station says there | 
vill be about 50,000,000 motor | 
vehicles in the United States in 
the next five or six years. That’s} 
the best argument yet for owning) 
a helicopter. 


v v v 

“The Case of the Crying Baby” | 

is a health article in the November | 

issue of Hygeia, but the title is so| 

good it has probably already been | 

sorrowed by one of the 1,897 au- | 
‘hors of mystery yarns. 


/part of 


v v v 
Big money is going into the book | 
bUDlishing business, and experts | 


y there will be a shortage of | 
‘tuff to print. Looks as if the) 
naerwoods and Remingtons are 
tue to take a really terrific beat- | 


i. ae Oe 


If Jerome Tone Jr. isn’t sat- 

stead with the publicity he re- 

fivec on his appointment as vice- 

resident in charge of sales for 
indum, he can always bor- 
€ promotional facilities of 
Franchot. 


, 2» F 


who have been having 
‘eeping their socks at nor- 
ensions have taken heart 
prediction of Louis Fair- 
t after the war there will 
ens especially treated to 
hrinkage. 
v v v 
lock, who predicts that 
You Went Away” will 
000,000, says the ad copy 
ded “not one of the glow- 
Ctives ordinarily associ- 
motion picture copy.” 
iper shortage has a few 
es, anyway. 
v v v 


kind of clothes does the 
’ asks Time. 
a family newspaper, so 


yr 


ir own wheeze. 


Copy Cup. 


|Filene Goodwill Fund, and J. L 
| Proebsting, 
|of National Cooperatives. 


of city cooperatives. 

Other speakers at the sessions, 
sponsored jointly by the Coopera- 
tive League of the U. S. A., the 
National Cooperative Finance As- 
sociation and National Coopera- 


national and vice-president of 
the Norge division of Borg-War- 
, ner Corporation, Chicago, declared 
‘here yesterday at the National 
| Foreign Trade Council convention. 


for New Industry 


tives, Inc., included Leon Hender- 
son, former director of the Office | 
of Price Administration; Judge 
Thurman W. Arnold of the U. S. 
court of appeals of the District of 
Columbia; Harland H. Allen, 
consulting economist; William 


|Trucksis, research assistant, Ohio 


Farm Bureau Cooperatives; Percy 
Brown, director of the Edward A. 


advertising manager 
Would Start in December 
Mr. Cowden proposed an inter- 


! 


a 
Gains Momentum Mr. Gifford spoke at the export 
| advertising session of the three- 
(Picture on Page 65) |day convention, which closed last 
Washington, Oct. 12.—With or) Might with a dinner at which Eric 
without the colorful program of|A. Johnston, president of the 
Senator Pat McCarran, who would | United States Chamber of Com- 
'freeze the disposal of government Merce, Was principal speaker. 
‘owned plants in 11 eastern states,| Others on the program of the ex- 
|leaders of both political parties are | POrt advertising session and the 
‘giving considerable attention to|!uncheon which followed were 
‘the need for encouraging new in-| Eric Hodgins, editorial vice-presi- 
|dustries which will absorb the two| dent of Time, Inc.; George W. 
million workers who have entered | Wolf, president, United States 
wartime manufacturing in the| Steel Export Company, and Ber- 
South and West. /nard F. Haley, director of the 
| The McCarran program, unveiled | Office of Economic Affairs, Depart- 


| 


national cooperative trading and | ‘2 a spectacular “report” to Con- SS ee 


manufacturing association, to be | gress which has all the appearance | 


incorporated on Dec. 21, 1944, the 
date of the 100th anniversary of 
the founding of the first coopera- | 
tive store in Rochdale, England. | 
His committee recommended that! 
the League’s Freedom 


| Fund, raised to rehabilitate coop- 


eratives in victim countries, be 
used to send missions overseas to 
work with cooperatives and the 
United Nations Relief and Reha- 
bilitation Administration in those 
countries. 

The committee recommended 
extending an invitation to the 
International Cooperative Alliance, 


| London, to hold its triennial con- 
| ference in the U. S. in 1946, pref- 
| erably in the Midwest. 


is a member of the 50-year-old 
Alliance, a federation of 124,000 
cooperative societies in 39 coun- 
tries, with a prewar membership 
of 100,000,000. 

Mr. Cowden pointed out that 
cooperatives are doing one of the 

(Continued on Page 62) 


Labor Shortage 


alleviated. See 


lib,/ Page 12. Other 

features: 
Coming Conventions 55 
Editorials 12 
Feature Page 45 
Getting Personal 46 
Information for Advertisers 12 
In Washington am” 
Obituaries 63 
Photographic Review 65 
Postwar Planning 40 
Private Lines 5\ 
Rough Proofs | 
Voice of the Advertiser 32 


The League | 


‘Ad- | 


Winthrop W. Aldrich, chairman 
of a trade association broadside, is | 0f the board, Chase National Bank, 


allegedly designed to stop the cen- | Was luncheon chairman. Robert H. | 
fen of economic power in 11, Otto, president, Export Advertis- 


(Continued on Page 59) | (Continued on Page 61) 


Last Minute News Flashes 


‘Airlines Group Campaigns Against McCarran Bill 

| New York, Oct. 13.—The Airlines Committee for United States Air 
| Policy, composed of representatives of 17 airlines fighting the pend- 
|}ing McCarran “community plan” air policy bill, will announce details 
on Tuesday of a nationwide campaign to arouse public opinion against 
the bill. The “community plan” or “chosen instrument” bill would 
group all offshore airlines operations under one controlling company, 
with other lines allowed to share in the capital stock. Committee 
| spokesmen call the bill “an attempt to create a monopoly through 


| legislation.” 


D-F-S Takes Over Kolynos Tooth Powder Account 

New York, Oct. 13.— Whitehall Pharmacal Company, division of 
American Home Products Corporation, has named Dancer-Fitzgerald- 
Sample, New York, to handle all Kolynos tooth powder advertising, 
in addition to the toothpaste portion of the account, except ethical ad- 
vertising. Both products will be promoted on “Front Page Farrell” 
(NBC), and “Romance of Helen Trent” and “Mr. Keen, Tracer of Lost 
| Persons” (CBS). West Coast newspapers also will be used. 


| 

Newspapers Get New Hi Ho Cracker Ads 
New York, Oct. 13.— Loose-Wiles Biscuit Company 

| 360-line black-and-white ads in more than 200 newspaper 
| the country as a fall drive for Hi Ho crackers. Ads supplement the 
regular schedule of full-page color copy for Hi Ho and Crispy crack- 
ers in Look, Parade, This Week Magazine, The American Weekly, Met- 


heduled 


throughout 


ropolitan Group and other independent Sunday rotogravure pape! 
Newell-Emmett Company, New York, is the agency 
Suspend ‘Click’ to Give ‘Seventeen’ More Paper 

New York, Oct. 13.—The magazine division of Triangle Publicat 
announced today that Click, with more than 1,000,000 circulat 
monthly, will be suspended after the January, 1945, issue, in order to 
make paper available to Seventeen, ‘teen-age girls’ publication 


launched Sept. 1, 1944. A print order of 400,000 on thi 
sold out that month, as were 500,000 copies in 


paper Wa 


October 


president of Borg-Warner Inter-| 


manufacturers will attempt to ab- 
sorb these costs. 

Price Administrator Chester 
Bowles says that his experiences 
have convinced him that firms op- 
erating at a high rate of production 
will be able to absorb most of the 
wartime price increases, and still 
make a profit. As evidence, he re- 
ports that with a price rise of only 
6% to cover an inerease of 17% in 
cost of materials and labor, the 
textile industry made 33.3% more 
profit after taxes in 1943 than in 
1941. 

Cites Examples 

Again, he says the slaughtering 
and meat packing people made 
68.2% more profit, though they 
were granted only a 16% price in- 
crease to cover labor and materials 
costs that jumped 30%. Similarly, 
the pulp and paper industry held 
its level of profits, though it was 


allowed only 4.2% to cover a 14.6% 
increase in costs. 

Mr. Bowles is “sold” on the be- 
jlief that the nation’s economic fu- 
|ture rests on low unit profit and 
| the greatest possible volume on the 
|part of industry. Tied with this, 
he asks high wage rates and high 
hourly production on the part of 
labor, maintenance of high farm 
income, and the realization on the 
part of business, labor, farmers and 
government that the prosperity of 
each depends on the prosperity of 
the others. 

At meetings with groups of the 


Smokers Favor 1-Cent 
Rise for Cigarets 


New York, Oct. 12.—Four out of 


five cigaret smokers are willing 
to pay a cent a package more 
for favorite brand cigarets to help 
the smaller manufacturer stay in 
business, according to a_ public 
opinion survey by the newly 
formed Smaller Tobacco Manu- 
facture! ection of the Grocery 
Manufacturers of America 

In taking the poll, interviewe! 
pointed out that leaf tobacco price 
have more than doubled ince 
1940, while ceiling prices have re 
jained at prewar level Accord 
ng to the STM f f f 
maller ! ini¢ f ed t 
qu late 1spe a f 
fl tne market 

The esp é 69.4 ring 

f p ‘ f Ci f eT i d 

‘ r f ere I 

f no ‘ () ¢ 
nokel 6.4° vere mer in 
43.6% women. As a group 58.4% 
of the non-smoker favored the 
ise as well as the 80.4% of the 
mokers polled 
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8,100 business men who make up 
OPA industry advisory committees, 
the agency’s pricing officials are 
asking today what prices, in the 
experience of business, are likely 
to assure wide-scale consumer 
buying. To determine whether 
these prices are practical, the com- 
mittees discuss the volume the in- 
dustry plans to achieve, and what 
it will have to pay for labor and 
materials. OPA asks them what 
savings they can make through in- 


2 ULI 


|war, a vacuum cleaner salesman|washing machines, 


radios and a 


might visit 50 homes to sell one|few other major items. 


machine. When he finally sold 


A formula has already been de- 


this, he probably took an old one | veloped for nearly 25,000 relatively 
in trade and in addition to a gen-|small manufacturers who will re- 
erous allowance, offered 24 months|turn to civilian production with 


to pay. 


i|has to do is post a sign that he 


has a vacuum cleaner, and the cus- 
tomer runs to his shop, cash in 


hand, and no argument about 
| allowances. 
That example overstates the 


creased plant efficiency, or lower | 


sales costs. 
See Sales Costs Down 


OPA’s thinking on sales costs 
has not been discussed publicly. 


Officials are outspoken in their be- | 


lief that the return on each dollar 
spent for selling will be so much 


case, but in general, OPA argues 


\that the sales effort per unit will 


higher in the next few years, that | 


sales costs per unit will go down. 
They deny, however, that this im- 
plies the need for a reduction in 
the total effort put into selling, 
contending instead that it merely 
proves that sales expenses on new 
consumer goods cannot be calcu- 
lated on the same basis that existed 
before the war. 

They put it this way: Before the 


be considerably lower for the next 
few years and volume output so 
high, that such items as national 
advertising can be charged off 


Today, all the salesman|hundreds of 
This formula is to remain ‘under 
wraps” until 48 hours after V-E 
Day, but enough has leaked out so 


assorted products. 


that it is safe to predict that any 


firm willing to go back to work at 
1942 prices will not have to deal 


with OPA at all. 
Other firms in this group will 


be able to get their prices at 93 
OPA field offices, and some firms, 
probably those producing less than 
$100,000 worth of goods a year, 


without difficulty, even if no up-|and those engaged in minor activi- 
ward adjustments are allowed for | ties, will have no ceiling at all. 


this purpose. 


New Formula Developed 


OPA has figured out that about 
85% of the things people will buy 
are already under ceiling prices 
that will require no adjustments. 
For some of the remaining 15%, 


| prices will be worked out on the 


basis of conferences with the 
score or so of firms which make 
automobiles, electric refrigerators, 


| 
| 


Pianos Get New Prices 


A preliminary test of this pric- 
ing problem was made this week 
with the piano industry, which has 


been awarded an increase of 13% 
over prewar prices. A_ highly 


skilled trade, involving few mass 
the piano 


production techniques, 
trade could not absorb increased 
labor and materials costs. 
agreement, which may have sig- 


ne | 
nm 


mn) Peon Sotren, © 


age Tens 


ORANGE PEKOE & PEKOE 


*) |face 


The 


Advertising Age, October 


nificance to many industries, pro- 
‘vides that the price of new pianos 
| would be based on prewar costs, 
plus prewar profits, plus the actual 
increase in materials costs author- 
ized by OPA since the war started. 

In a message to the 8,100 mem- 
bers of his industry advisory 
group, Mr. Bowles warned this 
week that if American industry 
operates on a high price, high unit 
profit basis, the nation will face 
diminished production and danger- 
ous unemployment. 

“Most of us think of free enter- 
prise as a system in which prices 
are set by competition and the law 
of supply and demand,” he wrote. 
“Unfortunately before the war this 
concept was true only in a part of 
our economy. 

“In too many industries prices 
were held up artificially in order 
to provide higher unit profits. Be- 
cause of this policy, in some indus- 
tries full production and full em- 
ployment were curbed. 


Will Want Reasonable Plan 


“During the war we have all had 
an opportunity to learn much 
about our economic system. It is 
unlikely that after the war our 
people, including our 11,000,000 re- 


turning servicemen, will long tol- 
erate any economic system which 
does not provide reasonably full 
production with reasonably full 
employment at a high standard of | 
wages and farm income.” 

Mr. Bowles says we must resist | 
the danger of both inflation and | 
deflation. Pointing up the inflation | 
problem he reminds us that living | 
icosts in 1920 were 108% above 
| 1914, and that 46% of the increase 
|took place after Armistice Day. | 
|This inflation later resulted in a 
|disastrous deflation: Factory pay- | 
rolls down 44% within 22 months; | 
|farm income down 66%; corporate 
|taxes after profits falling from $6,- | 
419,000,000 in 1919 to a net loss of | 
$55,000,000 in 1921. 

On inflationary pressures, he 
says: “By the end of 1944, 100 bil- 
lion dollars of wartime savings will 
be waiting in the hands of people 
who have been unable to buy many 
of the things they wanted most— 
a new car and electric refrigerator, 
a washing machine, a sewing ma- 
chine, a new stove, new farm ma- 
chinery, a new house. 


Big Strain on Economy 


“Obviously it will be impossible 
to produce all these articles in suf- 
ficient quantities immediately, but 
people don’t like to wait. The 
pressure of buyers with good jobs 
and a backlog of wartime savings 
will be tremendous. 

“Merchants will be anxious to 
be among the first to offer new 
goods for sale. The retailer who 
can quickly build a good inventory 
will be in a position to capture the 
business. Every manufacturer too 
will want to be among the first to 
produce these goods. The competi- 
tion for materials will be consider- 
able.” 

Threatening a high level of pro- 
duction, he says, is deflation. At} 
least 2,000,000 will need new jobs 
after V-E Day; other millions will | 
temporary unemployment | 


, | while plants are converted. 


| “In all plants changing over to | 
civilian production, the return to| 


_|the 40-hour week will reduce the | 
|} |worker’s weekly take-home pay. | 


Even a 10% cut in hours, which | 
seems probable soon after V-E Day, | 
will cut salaries and wages some- | 


| | thing like 12 billion dollars a year. | 


| 
bad 


, 
SALADA gets on top of the rich 


Hartford area market by consistent ad- 


vertising in The Courant, which pene- 


years doubled the percentage of local 


lineage placed in The Courant. 


Nationally Represented by 


Gilman, Nicoll & Ruthman 


trates all parts of the market and pro- 


duces traceable results wherever it goes. 


Grocers and other retail 


watching these _ results, 


A CONNECTICUT INSTITUTION 


have 


THE 


advertisers, 


in four 


FORD 


Ourant 


SINCE 1764 


“If reconversion is slow the nom- 
}inal income will be dangerously | 
|down, while millions of workers | 
|are waiting to return to work. 
Slowness in reconversion would | 
also mean a let-down in demand | 
for basic raw materials. 

“Within three months after the 
fall of Germany, government 
spending will be cut 40 billions. To} 
a major extent that’s money out of 
our pockets, until we get civilian 
production going on a comparable 
scale.” 


AUTO INDUSTRY HOLDS 


FOR HIGHER PRICES 

Detroit, Oct. 12.—While chary 
about engaging in any direct con- 
troversy with OPA Administrator 
Chester Bowles, leaders in the} 
auto industry insisted this week} 
that postwar prices on cars must} 
go up from 25 to 35% to compen-| 
sate for higher labor and materials | 
costs of the war era. 

Mr. Bowles, writing in the cur-’ 


1944 


PHOOEY ON PHEW—A. K. ©. Cp 
Elizabeth, N. J., and Chicago, tackle 
the smelly-home problem in a large 
space introductory campaign in new: 
papers of Chicago and Fort Wayne 
Ind., through Rose-Martin, Inc. New 


York. A. K. O. is an affiliate of Burry 

Biscuit Corp., which is expanding it; 

line (AA, Oct. 9) to include also ora 

hygiene products, cosmetics and clean. 
ing preparations. 


rent issue of The Saturday Eve. 
ning Post, had declared reports of 
such price increases on cars after 
the war to be “emphatically no: 
true,” adding that “I am not sure 
there need be any increase at all,’ 

While refusing individual com- 
ment, on pre-election political 
grounds, auto company executives 
mentioned increased labor costs 
primarily as the need for higher 
prices. 

Car prices may come down later, 


| they believe, but they also are cer- 


tain that higher costs will prevail 
for a long time. 


Named Philco Ad Mar. 

Ovid Riso, former advertising 
director of Great American Indus- 
tries, New York, has been ap- 
pointed advertising manager of 
Philco International Corporation, 
New York, subsidiary of Philco 
Corporation. Mr. Riso, who has 
been advertising manager of the 
RCA international division, and 
who established the international 
division of Young & Rubicam, New 
York, will be responsible for all 
advertising and sales promotion 
activities in connection with for- 
eign sales of Philco radios and 
home appliances. 


Atlantic Uses Football 
Ads for Fall Season 


For the duration of the football 
season and to tie in with its exten- 
sive sponsorship of football broad- 
casts, Atlantic Refining Company, 
Philadelphia, is running four-inch 
ads in more than 100 eastern 


newspapers. 
Copy carries information ut 
local games, stations, and name o! 


| sports announcer. N, W. Ayer & 


Son is the agency. 
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Greenwich, Coriii. 
HAS THE 
HIGHEST 
Per Capita Buying Incoe 


Of All U. 8S. Cities of 
10,000 Population or Over 


| Greenwich 


| Fairfield County . $1,878 | 


Seige $1,780 | 


| N. Eng. ....$1,344 | 


Conn. 


| v. S. ....$1,103 | 


Yes, Greenwich is the ° 
U. S. Market. Its Per © 
Retail Sales lead the “ ™ 
*Copyright 1944, Sales Mana 
Survey of Buying Power 
YOU CAN COVER THI> 
MARKET WITH THE 


GREENWICH TI! £ 


AN A. B. C. NEWSPAPE! 
Often called “The Best Sabu’ 
Daily Newspaper in Amer’ 
Nationally Represented by 
SMALL, BREWER & KENT, ! 
250 Park Ave New York 
Phone Wickersham 2-855 
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Remember when the hoodlum (or gangster as he was more romantically called) 
was the “hero” in stories, movies and kid games galore? 


That’s been changed. There’s a new set of heroes today...called the 
“G-Men”’ 


With cool, devastating, crime-wrecking efficiency the F'.B.1., under the able 
leadership of J. Edgar Hoover, has shown America crime—and criminals as 
they really are. 

e Naturally the strong light of publicity directed at influential people in 
communities everywhere, had much to do with this change in public opinion. 


And active in this job for nearly a quarter of a century have been the two 
magazines of Macfadden Men’s Group—True Detective and Master Detective. 


Portrayed on this page are some of the hundreds of articles these magazines 
have carried, not only pointing up the great work that the F.B.1. has done 
over the years, but in many instances taking the lead in crime prevention and 
crime detection journalism...inculcating a sincere respect for the law. 


This service to whole communities has made Macfadden Men’s Group a 
power in the land—a power that brings extraordinary responsiveness to the 
advertisers in True Detective and Master Detective. 


- -* * ead 
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‘ACFADDEN MEN’S GROUP MN eee) OU 
i MASTER DETECTIVE ™ 


MEASURE OF A MAGAZINE'S WORTH IS ITS HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 
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Lusk Leaves P&AR was a vice-president. Previously, 


he had been executive vice-presi- 
dent of Ted Bates, Inc., and vice- 
president of Benton & Bowles, and | 
had held sales and advertising 
executive positions with L. Bam- 
berger & Co., Newark, and R. H.| 


in Agency’s 3d 
Shift This Year 


New York, Oct. 12.—Robert E.| Macy & Co. 


Lusk has withdrawn from Pedlar, Mr. Lusk’s appointment as ex- 
Ryan & Lusk, Inc., and the firm| ecutive vice-president of Pedlar & 
name again will become Pedlar &| Ryan, it was said, was made with- 
Ryan. He has not announced his| out the knowledge of other prin- 


the Bristol-Myers account and|account is Ironized Yeast of Ster- 


|Reid’s ice cream of the Borden|ling Drug, Inc., which runs about 


Company. A report was circu-| $1,000,000. P&R also placed for 
lated at that time that P&R’s part! Procter & Gamble in newspapers 


'of Procter & Gamble also might] and magazines this year a “soap is 


move, but this did not materialize.| vital for victory” campaign, on 
Doherty, Clifford & Shenfield| which more than $500,000 has 


|now has about $3,500,000 annual] been spent. P&R is placing adver- 
| billings and P&R about $7,000,000.| tising for Chipso in Canada (this 


Effective Oct. 1, P&R added the|product is promotionally quiet 


| New Haven Railroad, which billed|now in the United States), and 
|about $250,000 in 1943. The larg-| Dash for P&G on the Pacific Coast. | 


plans. |cipals of the agency, several of|est factor in P&R’s billings is Thomas L. L. Ryan and Louis C. 


Mr. Lusk came to the agency|whom left it to form Doherty, 
last January from Colgate-Palm-| Clifford & Shenfield, Inc., last May, 


P&G’s Camay soap, for which} Pedlar formed Pedlar & Ryan in 
about $3,000,000 is spent annually.|1925. Mr. Pedlar left the agency 


olive-Peet Company, where he| taking with them the P&R part of | Second largest individual product|shortly afterward. 


Another Outstanding 
Example of LEADERSHIP 


WARD of merit in Industrial Marketing’s 1944 
Annual Competition for Editorial Achievement 
went to Marine Engineering and Shipping Review for 


its Victory Ship Number. 


Behind the story of this award is the story of the 
Victory ship itself, which is supplanting the slow, 
emergency Liberty ship as a major part of America’s 


stupendous wartime merchant shipbuilding program. 


As this program got under way last spring, facts about 
the Victory ship became hot news. Marine Engineering 
and Shipping Review took the earliest opportunity— 
in April—-to give the marine industry authoritative 
design and engineering information on this vessel. 
The April issue provided a comprehensive descriptive 
record of the Victory ship, its general plans, equip- 


ment and materials . . . another outstanding Marine 


Engineering and Shipping Review editorial service. 


he ee ee 


The Victory Ship Number will be a live reference 


throughout the period these ships are being built and 
as long as they sail the seven seas. It’s another dis- 
tinctive descriptive feature, forming an important part 
of the marine industry’s library of essential informa- 
tion. Files of Marine Engineering and Shipping Review 
are kept for years by marine men to obtain authorita- 
tive ship data—often the only records of the kind 
available! 

Editorial leadership of this kind speaks for the pre- 
eminent position Marine Engineering and Shipping 


Review in its field. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street. Chicago 3. Terminal Tower, Cleveland 13 
National Press Bldg.. Washington 4. D. C. 300 Montgomery St.. San Francisco 4 
530 W. 6th St.. Los Angeles 14 1038 Henry Bldg., Seattle 1 
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Advertising Age, Octobe, 
. 
Vimms Samples 


5,000,000 Homes 
in Record Drive 


| Cambridge, Mass., Oct. 12 yw; 
|the mailman’s aid, Lever pB-, 
Company is completing fo; 
what is said to be the larges: 
‘pling campaign ever undeyial. 
for a vitamin product. 
| In the last five weeks, am, 
packages of Vimms hay; . 
mailed to “occupants” of . 
5,000,000 homes in all 48 «tate 
}or more than one-sixth of t, 
28,000,000 homes in the coy, 
try. Names of addressees are ; 
used — merely street numbe 
towns and states. Apartme 
dwellers get theirs by apartme: 
number; RFD box holders by the 
box number. 

Recipients are a cross-section 
middle and higher-income far. 
ilies of the country, Apverrisr; 
AGE was told. By and large, the 
are families earning $2,000 an 
more a year. The lists and th 
handling and mailing of the pack. 
ages have been taken care of } 
Reuben H. Donnelley Corporation 
New York. The present nationa 
campaign follows test sampling of 
Vimms by mail in several cities jr 
the last two years. 


Reproduces Vimms Ad 


| The box contains a 50-cent sam- 
| ple package of Vimms and a cou- 
pon entitling holder to another 50- 
cent package when buying the 
$1.69 size at stores. Also includer 
is a reproduction of a Vimms ac 
in Time of July 24, bearing th 
headline, “Vitamin-deficiency sel- 
dom single.” 

Lever Bros. expects that the re- 
sults of the sampling campaign 
which is not being mentioned iz 
Vimms advertising in other medi: 
will be known after Jan. 1. 

Standard Brands, Inc., Ney 
York, is reported to be conductin: 
sampling tests in some markets for 
Stams and Stan-B vitamins ani 
for Fleischmann’s yeast tablets. 


1944 


Anderson, Persson to 
Hillman Executive Staff 


Charles Anderson, former ad: 
vertising manager of Newsweek 
international edition and Walt 
Persson, former promotion man- 
ager of Newsweek, have joined the 
executive staff of Hillman Periodi- 
cals, New York. The appointment 
follow the recent announcemen 
that Arthur Hirose has resigne¢ 
as director of promotion and mar- 
ket research of McCall Corpora- 
tion, to head promotion and re- 
search at Newsweek (AA, Oct. 9 

Previously an executive for Cos- 
mopolitan, Mr. Anderson wil! hol¢ 
the position of vice-president 1 
charge of advertising for Hillma! 
and advertising director of Movie- 
land, Real Story and Real Ro- 
mances. He succeeds Harolé 
| Hutchins, resigned. 
| Mr. Persson, who _ previous! 
was idea promotion mana f 
the New York Journal-Amvcrca 
will direct all promotion a1 ub- 
lic relations activities for H:\!ma! 
Women’s Group and for 1 n¢ 
Hillman publication, Page: 


Joins Packet-Times 


_J. T. Dutrizac, account ©xec 
tive of James Fisher C: n} 
Toronto, has been appointé 

ness manager of the Packet-- '™' 
Publishing Company, Oril! yn 
He will retain his connect ut 
Fisher. 
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Boogie-Woogie? Not for Trudie! 


OLD YOUR HORSES, Mother! Don’t clamp 
a damper on Trudie now. You wouldn't 
mind her playing a waltz, would you? 


Maybe you never knew that Johann Strauss 
got his “come-uppance” for daring to com- 
pose the first of his famous waltzes. Minuet- 
minded Viennese called it “Shocking! Com- 
pletely lacking in dignity!” 


Yet a waltz seems kind of conservative 
today, doesn’t it? 


Of course it does! But new ideas are always 
frowned on before they’re accepted for what 


l 


they're worth. 
‘ake ‘The Comics”’ for example. 


hey’re acknowledged today as a basic ed- 
ional force. The Army Air Force uses the 
ture story” technique to train aviators. 
hers find it invaluable as a teaching aid in 
imar schools...while in Sunday Schools 
ss the country, children are learning a 
t understanding of the Bible through 
es in pictures. And, to quote a recent For- 
Magazine poll—‘‘Four out of five per- 
who buy newspapers read comic strips.” 


No wonder 48 leading manufacturers 
advertise in Puck-The Comic Weekly, the 
majority of them consistently year after year. 


These firms proved Puck’s worth. They've 
found what tremendous sales power there is 
in getting their advertising “next to” a picture 
story starring such popular and beloved Amer- 
ican personalities as “Skippy,” “Jiggs and 
Maggie,” “Prince Valiant,” “Little Annie 
Rooney” and all the others who “‘live” in Puck’s 
pages. 

No less than 20,000,000 people read Puck 
every week. Distributed through 15 great 
Sunday newspapers, Puck is ‘family reading” 
in over 6,500,000 homes. 

In the post-war period, Puck will be even 
more important, because to millions it’s been 
“an oasis of fun” in a war-torn world, a publi- 
cation peculiarly close to the hearts and the 
minds of the American people. 


For more information about how this pub- 
lication can help sell your company’s name or 
product, just call or write Puck-The Comic 
Weekly, 959 Eighth Avenue, New York 19, 
N.Y., or Hearst Building, Chicago 6, III. 


She Adverlisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Baver & Black Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 
Chesebrough Mfg. Co. Consolidated 
Chrysler Corporation 

The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 

Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Doughnut Corp. of America 
Eversharp, Inc. 

Frank H. Fleer Corp. 

F. W. Fitch Company 

General Electric Co. 

General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 

The Grove Laboratories, Inc. 
Geo. A. Hormel & Company 
International Cellucotton Products Co. 
The Andrew Jergens Company 


The ‘Junket’ Folks”’ 
(Chr. Hansen's Laboratory, Inc.) 


Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 

The Lionel Corporation 
Maybelline Company 

The Mennen Company 
Pepsi-Cola Company 

The Pepsodent Co. 

Pillsbury Flour Mills Co. 
Procter & Gamble Co. 

The Quaker Oats Co. 
Ralston Purina Co. 

R. J. Reynolds Tobacco Co. 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. 
Unicorn Press 

U. S. Army Recruiting Service 
Van Camp's, Inc. 

Wilson Chemical Co., Inc. 


William H. Wise & Co., Inc. 
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Washington, Oct. 12.—Further) Previously the services bought 
depletion of the already skimpy | their candy supplies by negotiation 


as a result of an order issued|termaster Corps reported that it . both major leagues extolled the 
by the War Food Administration | js no longer sue o ber as much | Holiday Shows on CBS virtues of Gillette safety 

which cuts the home front ration} candy as it needs. | Elgin National Watch Company, | blades with between-inning testi-| 
of candy bars, rolls and candy in| Though the services generally| Elgin, Ill., has signed again for | monials during broadcasts of the 
packages by an estimated 25%. | have obtained all they need of cer- | special two-hour programs on CBS /all-St. Louis series won by the 

‘tain “big name” brands, over-all) Thanksgiving Day and Christmas, | Cardinals yesterday. ' 

purchases did not equal 50% of| talent for which is now being lined | Searle Hendee, vice-president of 

PREMIUM COUPONS ‘production. Officials estimate that|up. Both programs are scheduled | Maxon, Inc., which handles the | 

HANDLED ‘under the new set-aside order, the|for 4-5 p. m., EWT, with Donj| Gillette Safety Razor Company | 


‘ industry will turn over 20 to 25% | Ameche slated for m.c. of a Nov. 
. more candy for the Army and|23 program, with such talent as 
John a McElwain & Ce Navy. |Edgar Bergen, Burns and Allen, 


boxes of 5-cent bars a month shall|termaster depot, 


by WFA Order |be set aside for the Army and| portions of the supply to the vari- 


| Navy. ous branches of the services. 


civilian candy supply is in store| with candy makers, but the Quar- | Elgin Signs 2-Hour 


oO after conferences with|o oO S rs is ready 
Home Front Candy | cass are the order | going to servicemen. All purchases | BaS@Dall Stars 
the services are| . . 
Plug Gillette in 
Own Testimonials 


Boston, Oct. 10.—Distinctly an, 
jinnovation in World Series com- : 
|mercials, top ranking players of | EVERY DAY... A MOST POWERFUL REASON naccrn 


. ° 'requires that half the production|of candy for 
Ration Cut 25 % of all firms that sell 10,000 or more | handled by the Jersey City Quar- 


which assigns 


| account, originated the series of 20) 
to 50 second “talks” by the stars. | 
Again a Mutual Broadcasting Sys- | 
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“=e 
A MIRACLE IN SPORTS 


BOTH PENNANT WINNERS 
TAKE 
DEFENDER MULTIPLE VITA) Ins 


} SINCE SPRING TRAINING BOTH THE CARDINALS A 
| BROWNS HAVE TAKEN DEFENDER MULTIPLE yi» 


BY FACTS, WHY YOU SHOULD INSIST ON DEFENny 


‘The All St Louis World's Sees w the greatest news in recens « 


And look a these fects about the vuamune beth teams uso 

The Cardinals have taken Grove viramins for 3 yean 

‘The Browns have taken Grove DEFENDER Multiple Virwm. 

nce spnng : 

Geeat teams, both of them. and helped into championship tor» 
formule trom the Grove Laboratories, « famous ST LOUIS pharm. 
And here's the crowning proof of quelity— DEFENDER u the ums 
Jormule mpued to Amencan Solder 


ram 


Youll get every emential health-protecting benelit of vitamins 
druggut tor 


DEFENDER MULTIPLE VITAMINS 


Nearly « Month's Supply tor #125 


“THE VITAMINS OF CHAMPions: 


A DIRECT MATL SERVICE The order will not apply to| Frances Langford and Lou Silvers’ | tem exclusive, at oa 
ah Phones Webster 2336-7 2 ~ . } str: _ Walter Thom son | broadcast over a total o 50 sta-| a 
~ gies 607 8. DEARBORN ST. CHICAGO molded chocolate bars because/orchestra. J p 


NOTHER YEAR has seen a continuing im- petition. This year we believe we have fur- 
A provement in the effectiveness of busi- ther strengthened the method of classifying 
ness paper copy . . . with greater profit to and judging entries. And we feel that while 
advertiser, agency, publisher and reader. We there may be awards for a relative few, there 
are proud of the part that The Associated should be stimulation for all in participat- 
Business Papers has played in this activity, ing, and in reviewing the winners. 


and any time we can throw the spotlight on 


Read the “Conditions” below, please. And 


sai a job well done, we’re eager to do it. : 
* , . don’t hesitate to call on us for any further 
; That’s why we’re glad to announce the Third information you may require on any aspect 
Annual Business Paper Advertising Com- of this competition. 


1. The awards are to be given annu- ers, Packaging, and Operating Supplies, 
ally to the advertisers who, in the Addressed to Buyers, (Oils, greases, pa- 
opinion of the judges, make the most per, cleaning compounds, boxes, cans, 
effective use of their advertising in busi- wrapping materials, etc.) 


ness papers by means of adequately in- = HTVISION 3: Advertising of Fabricat- 
formative copy, pertinent illustration, ing Parts, Materials, Assemblies and 


and efficient use of the space. Cam- Sub-Assemblies, Addressed to Buyers. 
paigns may be submitted by advertisers, (Metal stampings, molded plastic, bear- 


their advertising agencies, or by pub- : bri 
lishers. Publishers’ own advertising is ont gears, steel sheets, tubes, fabrics, 


not eligible. 
2£E - xg ? f dy th a DIVISION 4: Advertising of Primary 
- Entries to consist of only three ad- and Process Materials, Addressed to 


vertisements typical of the entire cam- Buyers. (Wood pulp, chemicals, acids, 
paign, which have appeared in business hides, wool, etc.) , P 


papers during the 1944 calendar year, 7 
and included in the following broad DIVISION 5: Advertising of Construc- 
classifications: INDUSTRIAL PA- tion Materials, Addressed to Buyers. 
PERS: INSTITUTIONAL PAPERS: (Fabricated steel, lumber, bricks, roof 
MERCHANDISING PAPERS: PRO- ing, etc.) 

FESSIONAL PAPERS. DIVISION 6: Advertising of Products 
3. Every entry must be clearly defined for Resale, Addressed to Dealers and 
as to the division in which the adver Jobbers. (Housewares, clothing, drugs, 
tiser desires to be judged: hardware, etc.) 


DIVISION 1: Advertising of Equip- (NOTE: If there is any question about 
ment and Supplies, Addressed to Buy the division in which your entry be- 
ers. (Machinery, furnaces, machine longs, drop us a line and we'll be glad 
tools, motors, instruments, material to advise you.) 

handling equipment, etc.) 


Each entry must also be accompanied 
DIVISION 2: Advertising of Contain- by a brief statement on the advertiser's, 


“> oe Cenoiigue or tet COMMINON: ll 


The Following Rules will govern Awards for the most effective use of Business Paper Advertising in 1944 


agency’s, or publisher’s letterhead; giv- 
ing: 
1. Objective of campaign 
2. Reasonable evidence of re- 
sults obtained 
3. Alist of publications in which 
advertisements appeared 


4. Entries must be kept simple. Each 
advertisement must be _ individually 
mounted on 9” x 12” boards for single 
pages—10” x 16” for spreads. Any en- 
tries unmounted or over this size will 
be disqualified by the judges. Ornate or 
lavish presentations are neither neces- 
sary nor desired. To separate campaigns, 
a simple clip or tie arrangement may be 
used. 

5. Awards will consist of first, second, 
and third awards in each of the six 
divisions. 

6. The judges will be leading men in 
their fields, qualified by knowledge and 
experience, to pass on the merits of en- 
tries. Their decisions will be final. 


7. Entries close at midnight, January 
31, 1945. Presentation of Awards will 
take place during the month of March, 
1945. 


spss considerably more than 50% of the| Company, Chicago, is the agency.| tions in this country and Canada,| FOR CHAMPIONS — Grove Labo 


tories, St. Louis, tied in with the Wo: 
Series last week with this newspap: 
copy for its Defender multiple vitami: 


|and in addition was relayed 
|Cuba,in Spanish and to Montre 
|}in French. Running accounts 
|the games also were shortway 
|to all parts of the world whe 
U. S. servicemen were listening 

' In each game Maxon had ; 
| least one or two players step int 
| the broadcasting booth and say 
'few words in behalf of Gillet 
| blades and shaving cream. Tie 
speakers were generally from non 
competing clubs. On the first 
of the series Mel Ott, manager » 
the New York Giants and “Pink 
Higgins of the Detroit Tigers, run- 
ner-up in the American Leagu 
|race, gave testimonials. On th 
second day Leo Durocher, man 
ager of the Brooklyn Dodgers, w 
the radio speaker and on the thir 
day Hal Newhouser and Pai 
“Dizzy” Trout, the two Detro 
Tiger pitchers who led the leagu 
in 1944 wins, spoke. 

During the fourth game Lo 
| Boudreau, manager of the Cleve- 
land Indians, and “‘Dutch”’ Leona 
of Washington, who put Detro: 
out of the running for the Amer- 
can League championship, spok 
| By popular request, Durocher w 
called back to the mike preceding 
| the fifth game and, at the sam 
| time, Carl Hubbell, of the Ne 
| York Yankees, gave Gillette blad: 
a boost. Preceding the sixth gam 
| Charlie Grimm, manager of t 
| Chicago Cubs, and Herb Penno 
|of the Philadelphia National 
speke over the network. 


'S. C. Baer Appointed 


S. C. Baer Company, Cincinnat 
|has been appointed to direct ad 
| vertising for Lodge & Shipley M 
chine Tool Company, lathe manu 
|facturer, Lunkenheimer Compa! 
|valve manufacturer, and Phil 
|Carey Mfg. Company, all of Cin 
cinnati. 


'Mysing Joins RCA 

| Herman D. Mysing, recent 
with the U. S. Signal Cor} 

| joined Radio Corporat 

| America as manager of sa 
|engineering service of th« 1t0- 
mobile radio department De- 
| troit. 


Wagner Forms Agency 

| John A. Wagner, for | I 
|seven years space buyer 

| count executive of Louis FE. \\act 
| Inc., Fort Wayne, Ind., has en 
|}his own agency in the 

| Bank Tower, Fort Wayne. 


al 


Challen se 
PLASTICS WiRl 


to prove its inquiry 
producing abilit, for 
advertiser: 


POST WAR (7 Wil. BES 


CLEWORTH PUBLISHING CO, - 


NEW YORK 17, ".¥. 
Cucaco 86+ «6CLEVELANO 60+ kos awCeLeS 8 


4 3 ; : , > sae Ke i , 3 
¢ : : aa’ : ox ; . ie ‘ ¥ : o ; 
das ir : hare : as 3 Fed: Le , ‘ tees ‘ as a ge img : 3 Me ; ; f 
‘ : seh oe ap E os : Os: f : > 
i F te ‘ ws d 3 hs se 
; 7 r “i ) . <e 
wee: ; ie : ‘ 3 a 
“ie ot an 
i 7 
De . 
es - ; 
re 
| iii 
a 
abet 
a 
7 
ee 
3 
- 
= — a 
ee 
ae 
re .3. 0 
4 a = 
j PCC 
3 S65 ee 
: 7 , | 
pie } 
— | 
‘ = eee = 
iS, OS ee Ie a a eee Te ee Fes 
< a SS ae rene S FS 1 PS Oe Pee em eS Be ee er Ne te Oe ee 
: , j ae aes ae Re : é Saeco, Aigy: So Mme RS eS 
Gi See re ie ee Fe ete te a » 4 es > Sa 
4 ae bata Ene a el: rae ss Ry ee 
<a 0 ee .. 
gO Pe hep Seno ea ye A See ¢ Re ce 
Nae Bee oes beets ae! ; 
va y: ‘ 3 iw ‘ Rae 
ei son 
= ee aS aS BEY A : # Be PO RES AR ad Re SL aah sind 
" 7 ath. a i i aus ae eR eee es eee EM ie ee 
‘i rages ce ee Se to aid oN Ss cs ses iss eee hig ie es fae oS SO eR Fn Se Nr oe ae i So ae ‘ ' 
on aes é RUSE N ee ee oe aie : a ‘ Been ings, ; 
“a wighee = shige é Be Nica, - Re ae 
5 fae ie Sut: aa } ies 2 
i " ee ie a Bi: ‘ 
’ Ea Sil Pi hate i ag a ° ap chee hee Bs 5 
: se es 7 Spgs SS ek sy hea oe Or ec IR Ss a Ns «Sak a ci a NS Gi. i a RR me ae mac ’ 
a: tt Ce RG ee ee Fe sr an: 
y ; Pemb ae: ara Bi te? Be a ae Ree 2 Ri le ees es ee ee 
se : ia ae Bee Ges caer Sot e eee ey gd Berne ‘ E See ss ll pre g : < gate 
ere : ; : ee . oe : 
ig 
% : 
aes ! 
ey ee 
ae be j 
zr, ie — 
“599 ee 
>) ~ iS 4 
9 a a 
es 
* 
F E 
Al a - is 3 
| co q 
: i 
Ss E * 
. i “s 
a ; 
. ae - 
Lacks ; 
= “5 n 
ae 
— 
a 
ee 
oe : i 
me a 
J =. 7) 
i Me 
Ws ‘ 
aie Ps 
ey 
qa ig at 
ie - 
ee Ge aa a 
y J is  F 
ee 
wis | 4 ; 
9 
Bi : t Ee ae a a oe ‘ . s 2 tae 7 4 > Bite 
’ 7 , a 
d i ‘ Pe mg y Sys bie ite —_ rm ‘5 : 
« ; : = : 
| e on " : 
, : y } a | : ‘ hen s 
>» ni Re — . ‘ey 
we . + ' . « bs a xe boop tas ue ‘s ; . 1 : a. * 5 
Sake: _ us ? ‘ ; “7 * Fi a ¥ >. Sao \ Mess - i ; 
— s i ec ; oe Bea oi es ‘frei al Se Shr Pete there i, - ; . 
er * ' ’ + te. : & - ; ee 4 4 vi 5 x c ' 
; ‘gan roan, 
é > > ’ » 
: - " . 
* _ ry c ;, ‘a . e : a” 3 y — in 4 " * : \ 
A? ‘ 


—— 
IWERS a 
AMINS Mmnouncing 
— 
* * 
Leading 
a National Advertisers 
——, . 
> Labon i Vol. I. No. I January. 1945 é 
the Wed * . 
ne WSDape 
> vitamin 
———. 
layed ‘ 
Montre A new comparative advertising record of leading — compared and ranked, in product groups — 
way national brands and advertising media. media groups and specific media. 
a whe ~ 
tening 
Powe A new and different publishing format, that is easy This new record of advertising and media facts will 
gk to read and use, has. been designed. This new format make possible the planning of more profitable adver- 
<ole gives a quick summary of important advertising and tising strategy and also the more profitable buying 
first di media facts of leading national brands. and use of advertising media. Distributors and retail- 
inager 9 . . 
“Pink ers of national brands can follow the national adver- 
ers, run- . = . ee. * 7 . 
Leagu Advertisers — advertising agencies — advertising tising programs of all leading national brands. They 
On t . +. 7 + . . *e 
ad media — and distributors and retailers of national ean more profitably plan their local advertising for 
«ata brands will have a record of leading national brands the national brands they are featuring and selling. 
nd Pat 
Detro 
le leagu 
me Loi Leading Leading Leading 
> Cleves y y 
‘Leonid National Advertisers National Advertisers National Advertisers 
Detro: 2 
> Amer: 
» Aon pr CONTENTS EDITIONS MEDIA GROUPS 
cner W 
receding ‘* A , 1. AGRICULTURE 5. HOME - BUILDING GENERAL MAGAZINES 
~ sam Six editions published Monthly. Farm Machinery and Building Fixtures General Weeklies 
te blads _— sais 5 ; Equipment Building Materials Women’s 
<th gan Each onion -” Revs pal by Live Stock Feed, Sinattin gine Fashion 
Pe t company name, rand name Medicines and Vendilation Women’s Groups 
laticedl ane eaverticing agency. p eg Home Appliances General Monthlies 
1p Pe oo eo ; oultry Feed, hie De pI Home & Buildin 
rhe national advertising sched- et Sete Home Furnishings Scientific & Mechanical 
ed ates of lnnting pranne pots sceel Equipment Paints, Wallpapers Business & Financial 
pared and ranked, in product and Wissishes pans ge 
osorges groups—media groups and spe- 2. a r Comic Groupe 
les Mi cifie media. ee 6. GENERAL Other Groups 
‘ompan Advertising schedules are shown pre gag a Cameras & Optical Si 1 & Relisi 
J . a for current month and dollars Pa Oe oF Te ; Goods raterna cug-ous 
to date. craft Accessories Communications NATIONAL RADIO NETWORKS 
: , : Lubricants and Fuels Financial National Blue 
Each medium is ranked by ad- . eee: ‘ ; : : 
“ay Common Carriers General Merchandise Columbia Mutual 
— vertising revenue from each , — 
rps, | brand and from each product 3. DRUGS - TOILET pane on NEWSPAPER SECTIONS 
it oOoDS ewelry . 
group. : a Magazine 
al Beauty Aids Leather Goods *Comic 
De- All media are ranked or charted Health Aids Manufacturer’s *Pictorial 
by advertising revenue from all Personal Hygiene Materials *Rotogravure 
. leading national brands and —— —— Motion Pictures (*) Groups 
: Y from each major product group. Office Equipment FARM JOURNALS 
Media sales executives can com- * pes Me nigga Paper Goods National & Sectional 
pare each brand schedule in r,t er ale pea Publishers State = 
competitive media groups and sin Cian ; ee OR Live Stock & Poultry 
_— in specific media. A special Foods and Food See. ucts DISTRIBUTOR & RETAILER 
media section will be published Ingredients Sporting Goods PUBLICATIONS 
re in each edition for this purpose. Soft Drinks Wearing Apparel (Consumer Products only ) 
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First issue January 1945 
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Sees Nationally 
Advertised Store 
Brands After War 


Chicago, Oct. 12.—Private labels 
will flourish in the department 
store field after the war along with 
greater emphasis on national 
brands, William L. White, sales 
manager of the Wieboldt Stores, 


Inc., predicted today in addressing already made progress in supply- | 


the Chicago Federated Advertising 
Club. 

Mr. White explained this ap- 
parent anomaly by saying that de- 
partment stores will use “‘triple- 
threat” merchandising, based on 
the good name of the store, the 
good will of national brands, and 
the exploitation of private labels 
sponsored by the merchant. 

“T believe that many groups of 
stores, working through their cen- 
tral buying offices, will develop 
brands which will be nationally 
advertised,” said Mr. White. “There 
is no reason why the store should 
not be successful in promoting both 
the well-known and well-adver- 


The speaker declared that while 
potential buying power in the post- 
war period will be great, intensive 
and aggressive merchandising will 
be needed to convert it into busi- 
ness. Better planning and timing, 
greater selectivity in product pro- 
motion and more informative pres- 
jentations through displays in the 
| stores will be needed to accomplish 
| this job, he declared. 

Mr. White said that while news- 
papers and other media have 


ing information regarding their 


Restaurant Men 
Say Ration Diet 
Aids U. S. Health 


ing has improved the nation’s 
| health, leading restaurateurs de- 
clared at the wartime conference 
|of the National Restaurant Associa- 
| tion here this week. 


| was said to be due to rationing of 


{markets and their readers, a still! certain items on which Americans 


| better job will be expected of them 

postwar. Advertising must bring a 
|greater return on every dollar in- 
| vested, he asserted, since success- 
iful department stores must fulfill 
|their mission of selling more goods 
|to more people at constantly de- 
|creasing prices. ‘ 


‘Buys Carbondale Daily 

| K. E, Overaker, formerly pub- 
|lisher of the Herald, Quincy, 
|Mich., has purchased the Daily 
Leader, Carbondale, Pa., which 
suspended publication in De- 


tised brands of manufacturers and| cember, 1943, after 71 years in the 


their own labels as well.” 


field. 


|are too dependent. A shortage of 
|the better cuts of meat, it was 
| pointed out, increased the demand 
_for various vegetables, salads and 
| soups rich in vitamins. John Rick- 
etts Jr., Chicago restaurant owner, 
| declared that fish, fowl and substi- 
| tute meat dishes were now served 
| customers who previously ate noth- 
_ing but steaks and chops. 

A Canadian restaurant man, J.C. 
Gauthier of Montreal, declared 
that Canada suffers no ration prob- 
lem. “None of our meats are 
rationed,” he said, “and we have 
plenty of steaks and roasts. The 
restaurant operator suffers, how- 
ever, aS we are not allowed to 


Chicago, Oct. 11.— Food ration-| 


Improvement in the nation’s diet | 


charge more for meals than we did 
in 1941, while taxes and labor costs 
are higher.” 

A survey on immediate needs for 
equipment by the restaurant in- 
dustry, revealed to members at the 
conference, pointed out that the 
170,000 American food serving 


establishments, not including bars, |’ 


drug store soda fountains or hotels, 
employ the third largest number of 
persons in the retail trades. Its ap- 
proximate sales in 1943 are re- 
ported at $5,000,000,000, indicating 
an excess of 30,000,000 meals 
served daily. 

Summarizing the needs of the 
restaurants, the report says: One 
third of them will buy a broiler, 
range, oven, fryer or stove; two out 
of three will buy a dishwasher, 
glasswasher, canwasher, silver bur- 
nisher, hot water heater and sink; 
one out of three will buy a mixing 
machine and potato peeler; each 
one will buy dishes, china and 
glassware at an average of $250 a 
restaurant; knives, forks and 
spoons will be purchased at a value 
of $123 per restaurant; electric 
toasters, juice extractors and coffee 
brewers averaging $50 a restau- 
rant; and refrigeration equipment 
at $370 a restaurant. 


Some animals tear with the teeth. Some cut, gnaw, crush, grind. 


Nature fits out each with the right bite for the job. ° 


Nicholson's 


bite is right. too. There are more than 1400 different kinds, cuts and 


sizes of Nicholson and Black Diamond Files. * 


Nicholson File 


Company, our client, is the largest maker of files in the world. 


N. W. AYER & SON, 


Philadelphia * New York * Chicago 
Detroit * San Francisco * Hollywood 
London 


Boston © Honolulu °* 


INC. 
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ARF Names Luca; 
Technical Dire to, 


in Expansion P']q, 


New York, Oct. 12.—] 
rell B. Lucas, originator + 
controlled recognition met) oq. 
measuring ad - 
vertising audi- 
ences, and pro- 
fessor of mar- 
keting at New 
York Univer- 
sity, has been 
appointed tech- 
nical director of 
the Advertising 
Research Foun- 
dation. 

“Dr. Lucas has 
been working 
with the foun- 
dation for the last year on a co». 
sulting basis,” said A. W. Lehma 
managing director, “and the boa 
of directors at a recent meeting ds. 
cided unanimously in line with t} 
current expansion policy, to en. 
ploy him regularly.” 

Dr. Lucas was a member ; 
Life’s committee on the continuir; 
study of magazine audiences, is; 
past president of the Market Re. 
search Council of New York, ané 
is a member of American Market- 
ing Association and American 


tt 


Darrell B Lucas 


| Psychological Association. He jg 


the author, with C. E. Benson, of 
“Psychology for Advertisers” ani 
the author of “Psychology of Sell. 


ing.” 


Brewster Promoted 


Ray C. Brewster, general sales 
manager of Frederick Stearns & 
Co., Detroit, division of Sterling 
Drug, Inc., New York, and forme 
vice-president of the House of 
Westmore, New York, has beer 
elected divisional vice-president i 


|charge of sales ‘for Frederic 


FREE& PETERS «« 


Stearns. 


SPOT RADIO 
GIVES 
“PIN-POINT 
ACCURACY" 
TO 
ADVERTISING 


Exclusive 
National 
Representatives: 
WOR WEST 6c cviiveiccvcencsces Buffal 
WCKY 
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Riri weccddsauasenaad Fairbank 
and WRIGHT-SONOVO X, 


For latest radio information 


Pioneer Radio Station Repre 
Since May 1932 

CHICAGO: 180 No. Michigan F 

NEW YORK: 444 Madison Ave f 

ATLANTA: 322 Paimer Bidg.. 

SAN FRANCISCO: It! Sutter..... 

HOLLYWOOD: 638! Hollywood Blvd 
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INVEST IN THE WEST’S POSTWAR 
WHITE SPOT MARKET 


SURPLUS SAVINGS 


EXCEED 38 STATES 
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INVEST WHERE POST-WAR PROSPECTS ARE BEST aoe” a 
* 

The $97,391,000 added to Savings Deposits in California's Great 7s 

Central Valley of 1,533,858 people since the start of the war is 6,999 mexico a © War Disney 

greater than the amount accumulated in any of 38 states. 4,79® ANsAS —_ 

This amazing record of surplus earnings in interior California is 4,\6 omiINnG -_ 

even more astounding considering this pent-up purchasing power 2,2' giss'PP 

has been earned from peace-time activities — agriculture, manu- 4,58 cK 

facturing, wholesaling and mineral production. This is a market : NTU R 

untroubled by need of reconverting to peace-time work. 5,9 pvo 

Here is the great “White Spot” market of the post-war West. And 

the three McClatchy Bee’s—The Sacramento Bee, The Fresno 

Bee and The Modesto Bee are dominant in the market. Invest 

where post-war prospects are best. SOURCE: U. S. Treasury 


‘e — Savings Deposits are considered a more reliable measure of pent-up 
hasing power than war savings bonds which are held by corporations, 
sles, banks and other groups as well as by individuals. 


PUBLISHER OF THE SACRAMENTO BEE ¢ THE FRESNO BEE ¢ THE MODESTO BEE ie 
Represented Nationally by O'MARA & ORMSBEE, INC. 


NEW YORK © LOS ANGELES © DETROIT &© CHICAGO © SAN FRANCISCO 
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Barrows Heads Agency 


Jack Barrows, for many years 
head of McCann-Erickson’s Den- 
ver office, and for the past two 
years head of his own agency, John 
S. Barrows Advertising, Denver, 
has become head of a new agency, 
Arthur G. Rippey & Co., with 
offices in the First National Bank 
building. The new agency is an 
outgrowth of the Denver branch 
of Visual Training Corporation of 
Detroit, founded by Mr. Rippey 
in 1943. 


BURTON 
BROWNE 


Petitor with better advertising”’ 
| @HICAGO. DEL 3800 
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Fat Salvage Group 
Gets $18,000,000 
Annual Free Space 


New York, Oct. 12.—“The aver- 
age value, at national space rates, 
|of editorial cooperation given to 
the fat salvage program by daily 
and weekly newspapers has been 
$1,500,000 a month since the be- 
ginning of 1944,” or on an annual 
basis of $18,000,000 a year, the 
American Fat Salvage Committee, 
Inc., points out in its annual re- 
port. 

This contribution by newspapers 
to the war program is at least a 
dozen times as large as the ex- 
penditures of the committee for all 
purposes. From November, 1943, 
through July, 1944, the committee, 
headed by Roy W. Peet of Col- 
gate-Palmolive-Peet Company, re- 
ceived $1,182,813 from 89 sub- 
scribers in the soap and glycerine 
industry, and spent $1,184,393. 


| For newspaper space in this 
|period, through Kenyon & Eck- 
|hardt, the committee spent $811,- 
1/036; for preparation of newspaper 
|advertising, $43,453.43; for prep- 
|aration of mats for pages of ad- 
|vertising to be paid for by others, 
$6,031; for field work, $76,574; for 
publicity, $115,999; counter and 
window displays and distribution, 
$36,144; booklets and bulletin 
services, $77,979 (of which $25,- 
000 was paid for by return of this 
amount from the American Indus- 
tries Salvage Committee); admin- 
istration, $15,604; legal, account- 
ing and taxes, $1,371; supplies and 
miscellaneous, $196. 


Newspaper Program Resumed 


For the first subscription period, 
from June through October, 1942, 
the committee spent $540,000, of 
which $356,003 was for newspaper 
space. For the second subscription 
period, from November, 1942, 
through October, 1943, the com- 
mittee spent $426,267, of which 
$265,565 was for newspaper space. 
The newspaper program was re- 
sumed this month on about the 
same basis as earlier this year. 

Thus far this year 10% of total 


* 


U. S. soap fat requirements and 
nearly 11% of total U. S. tallow 
and grease production have been 
produced by fat salvage. Through 
last July, fat salvage resulted in 
recovering more than 223,500,000 
pounds of fats from civilian sources 
and 122,900,000 pounds from the 
armed services. The cost of the 


campaign has averaged 6/10 of a| 


cent a pound of salvaged fats. 


Gain Over 1943 


For the first seven months of 
1944, civilian fat salvage averaged 
more than 16,000,000 pounds a 
month, as against a monthly aver- 
age of 7,445,000 pounds for the 
same period of 1943. 

In addition to an average of 
more than 60 fat salvage radio an- 
nouncements a week by individual 
advertisers, an average of 650 full- 
page or 1,000-line cooperative ads, 
either paid for by local sponsors 
or donated by newspaper publish- 
ers, appeared each month during 
the first seven months of this year. 

More than 4,000 daily and 
weekly newspapers, in addition to 
many magazines, have cooperated 
editorially with the program. 

A series of surveys showed that 
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VICE...AN OBLIGATION, A PRIVILEGE, AN OPPORTUNITY | 


| OMLY HAVE A SORE THROAT, DOCTOR — BUT ISH'T MY VOGUE FOUNo, 


A'O% LOVED 


VOGUE FOUNDATIONS, inc 
358 Fifth Avenue. Kew Yom 


——. 


FOUNDATION STUDY—Russe!! Pa 
terson, very good at figures, has turne: 
his talents for the first time to founds 
tion advertising. Ads in a series fy 
Vogue Foundations, Inc., New York, ar 
now appearing in newspapers in ke, 
cities throughout the country. Willian 
Advertising Agency handles the a. 
count. 


the proportion of housewives say. 
ing used fats rose from 58% ir 
November, 1943, to 69% in Janu. 
ary, 1944 (after OPA introduced 
“points for fats”) to 74% in Aug. 
ust, 1944. The most recent con- 
sumer study showed that 98% of 
housewives interviewed “recog. 
nized that the government wanted 
used fats and 96% believed that 
the need would continue after the 
defeat of Germany, if the Japanese 
war were still in progress.” 

In its September report, Ameri- 
can Fat Salvage Committee said 
that four instalments of a fat 
salvage strip, “Lt. Jane, Arm} 
Nurse,” were used by 570 news- 
papers, and that 25 “Fatso” car- 
toons appeared in each of 30: 
newspapers. Estimated value o! 
ads contributed by local sponsor 
or newspapers in September wa 
$725,516. 


, il egge 
- 1.8 billion 
It takes a lot of time, brains and hard dollars to dollar 
. . . . *. . * 
thoroughly fulfill the civic obligations which radio market 
; 4 ”“ ”“ 
ae owes to the community it serves. But KFI has found a, THIS IS MY COUNTRY f 
ro i '  - _ This weekly KFI Public Service Within the KVO 
ae this altruistic policy a sound investment in listener | program is dedicated to local eit gilivell ore 
1 1 ae activities which are contributing  . 
| oyalty. - to victory and setting the stage This is the Tulsa M 
oe — . ° é for b livi h bs ; 
es This is why KFI applies the highest character of i: thaaeades if ket area plus 28 bo 


ly presents some phase of civic 


i counties in Oklahon 
|» | life which vitally affects the wel- 


showmanship, writing, casting and production to 


Kansas, Missouri 4 


each of its many public service programs. a fare of Los Angeles. 
. 7, Fs The following titles of recent : Arkansas. 
Purposeful local programming, plus top-ranking | broadcasts of “This is My Coun- | 
; ‘ a , try” offer some description of the ; . 
NBC shows accounts for KFI’s dominant position subjects covered: KVOO is the < 


medium that blank 
this nearly 2 bi 


in the Los Angeles market. 


BOP ED vc. ses 


$0,000 WATTS « CLEAR CHANNEL © 640 KILOCYCLES 
barte ©. Grating. ne. 


INC., 


Rehabilitation of Returning War 
Veterans 

Hollywood Guild Canteen 

War Man-Power 

Public Schools Music Week 

Birthday of City of Los Angeles 

Post-war Building Projects 

Neighborhood Music Schools 

Post-war Industrial Planning 

Los Angeles Red Cross 


dollar market. 


*Effective buying 


income 


EM. 


EDWARD PETRY AND COMPANY, NATIONAL REPRESENTATIVES 
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; EN will fight and die and kill for what they believe—whether than it took them to lose the war once it began. 
M their belief is true or not. Here in America you aré lucky. You can have the truth for the 
As witnesses we offer the un-numbered millions who will hav- taking. You can know your world as man has never done before. 
died by this war’s end. To get you the news, almost as fast as it occurs, your working 
For this war was brought about by lies which nations believed. press devotes the full mind and effort of some of the ablest pee- 
You will remember, if you try, that it took the war lords of Ger- ple on the face of the earth. 
many and Japan more years to fool their people into wanting war And to help you make the most of the news each week, we 
> : publish Newsweek. 


Newsweek sums up the news, freshly 
and clearly. Newsweek interprets the 


DATIONS, inc. 


ve, Kew Yor 


“ news, ably and broadly. Newsweek 


ge 


sell Pat forecasts much of the news to come— 


as turned 
> founda 
series fo 
York, ar 
sin ke, 
Willian; 
the ac. 


with a record for accuracy that is almost 
uncanny. 

You'd enjoy Newsweek if you read 
it. Do you? 
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A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
NEWSWEEK 
-.-fo report, to 
interpret, to forecast the 
truth of human affairs for 
\merica’s Significant People * 


*In designating the readers of NEWSWEEK as Significant People, we merely compress into two words 
their all-around “far-above-averageness’—both mental and material. 
The intrinsic character of NEWSWEEK attracts such people naturally. Their unusual “mental ac 
quisitiveness,” and their eager interest in the new, are qualities that make them especially receptive 
to your advertising. Qualities which have led them to NEWSWEEK in such numbers that its circulation 
has risen 78% in six years, while its advertising revenue (among all general magazines) has ad- 


vanced from twenty-second to fifth place. 
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No Rise in Postwar Prices? 


Chester Bowles, head of the Of- 
fice of Price Administration, is 
optimistic regarding the ability of 
business to offer postwar prices 
not much above prewar levels for 
most consumer products which 
have been off the market during 
the war period and which should 
be in production again before very 
long. For example, he says in an 
article in the October 14 issue of 
The Saturday Evening Post that 
he does not believe that the prices 
of automobiles will need to be 
much if any higher than in 1942, 
when the last cars were manufac- 
tured. This is not in accord with 
many predictions which have been 
coming out of Detroit, for most 
manufacturers believe that sub- 
stantial increases may have to be 
made in order to take care of in- 
creases in costs. 

Everyone will agree with Mr. 
Bowles that it is desirable to hold 
prices down to the minimum. As 
a matter of fact, the pressure on 
both production and marketing 
departments to reduce costs will 
be great. Management recognizes 
the fact that prices determine 
market possibilities, and that the 
lower the price, the larger the 
number of potential unit sales. 
Thus business is all in favor of 
using every method it is possible 
to employ to prevent prices from 
rising unduly. 

Here, however, is where the pri- 
mary question arises. Mr. Bowles 
believes that since wage rates 
have not advanced greatly, even 


though total earnings have risen 
for most workers because of over- 
time, it will not be necessary to 
assume higher labor costs for post- 
war production. But labor men 
are not inclined to accept this 
view. They want to maintain total 
earnings in terms of take-home 
pay, and the pressure for higher 
wages has become so great that it 


is generally believed that as soon | 


as the election is eut of the way 
there will be substantial conces- 
sions along this line. If they are 
made, it will determine to a major 
degree how far business can go in 
holding prices to something close 
to their prewar levels. 

The chief danger is that there 
may be a lack of balance among 
workers in general. Higher wages 
in one field may simply mean that 
workers in other lines, not simi- 
larly favored, will be unable to 
buy as much of the products of the 
industry whose costs have risen 
through wage increases. In the 
end that may mean less employ- 
ment, and consequently smaller 
incomes, for those in the high- 
wage field. 

The Bureau of Labor Statistics 


—Bill King, in Parade 


"Wow! What an order Finnegan just landed, Boss!" 


: : 
Be ok 


Blueprint Now 

Pointing out that the construc- 
tion industry will probably be able 
to absorb demobilized manpower 
faster than any other line of busi- 
| ness, but that less than half of the 
|many construction jobs planned 
'for postwar have actually reached 
| the design stage, F. W. Dodge Cor- 
|poration has swung wholeheart- 
|edly behind a plan to encourage 
| widespread speeding up of design 
and specification work by publi- 
|cizing the slogan, “Blueprint for 
| Tomorrow’s Needs Now!” 
| The slegan, and an appropriate 
sticker emphasizing it, were origi- 
|nated by E. L. Filby, a consulting 
|engineer of Kansas City, for use 
|of the Committee on Water Works 
and Sewage Works Development 
of four associations, but the com- 


the order - filling emergency is 
under control. 

Under this plan, which embraces 
all executives as well as everyone 
else not normally connected with 
order filling, order volume handled 
by the company rose 12 to 15% 
above previous levels within a 
week or so after the plan was put 
into effect, and gave every indi- 
cation of rising still further as the 
“new help” acquired new skills or 
| reacquired old and forgotten ones. 
| President Modie J. Spiegel Jr., 
| we are told, spends his mornings 
jin one of the company’s ware- 
|houses, keeping bins filled with 
|merchandise; vice-president Earl 
D. Weil and treasurer Walter A. 
Gatzert spend their mornings in 
another warehouse, engaging in 
| spirited competition in competitive 


reports that hourly earnings are | mittee has granted permission for | jebs; and sales manager Thornton 
higher in the building construction | use of the slogan and stickers to|S. Adams drew a job in the shoe 


field today than anywhere else. 
Construction workers top even the 
aircraft and automotive industries 
in their hourly rates of pay. Yet 


the history of building construc- | 


tion shows clearly what happens 
when building costs get out of line 
with the economy as a whole. 


The Coat of Sales 


In a period such as we shall be 
entering when reconversion be- 
comes an accomplished fact, and 
the drive for volume sales in a 
period of intense competition is 
under way, the fair-haired boys 
of business will be the sales man- 
agers who can bring in the busi- 
ness and keep the wheels turning 
and employment at a high level. 
Perhaps in that period we may 


have excessive distribution costs, | 


which might eventually lead to a 
period of profitless prosperity such 
as was experienced in the ’20s 
Alvin E. Dodd, president of the 
American Management 
offers a 
point which might be worthy of 
careful consideration. He points 
out that one of the time-honored 
inequities in 
been that the pressure for lower 


Associa- 


tion, suggestion on this 


management has| 


costs is never taken off the pro- 
duction department, while the 
sales department has had a rela- 
tively easy time in this respect. 
“Perhaps,” he continues, “if the 
compensation of these executives 
were to some extent based on their 
success in 
costs, as well as their success in 


lactually selling the product, pro- | 


duction and marketing would be 
on a more nearly equal footing 
and, indeed, both might benefit, on 
the theory that more people would 
be able to purchase the lower- 
priced goods.” 

As long as it costs more to dis- 
tribute than to manufacture many 
items of consumer goods, there 
vill be a real opportunity to cut 
distribution costs. But how to do 
it remains an individual problem 
for each manufacturer. 


lowering distribution | 


| others 
early 


interested in promoting 
construction revival. 


cost from Hibbert Printing Com- 
| pany, 9 Ewing St., Trenton 7, N. J. 

Emphasizing its argument that 
less than half ef planned postwar 
|construction has reached the de- 
|sign stage, Dodge says that from 
| September, 1942, through June, 
1944, it reported 40,805 postwar 
| projects for the 37 eastern states, 
estimated to cost 91% billion dol- 
jlars. Only 16,555 of these projects, 
‘estimated to cost something under 
141% billion dollars, were reported 
'to be in the design stage. 


Filling the Orders 

| We have been pondering for 
some days, and with growing ap- 
proval, the plan which Spiegel, 
Inc., Chicago mail order house, 
|has adopted to help alleviate the 
manpower shortage. .Under this 
plan, the 2,000 Spiegel employes 
whose regular jobs are not directly 


connected with filling the mail 
orders received from customers, 
have been thrown into a “labor 


pool” and pledged to work 20 
hours each week whenever they 
are needed in the order handling 
departments, continuing to do 
their regular work in the time left 
to them. Some record work, fil- 
ing, and other less important 
|duties are being side-tracked until 


The} 
stickers are available at moderate 


department. 

If such a plan is carried out con- 
scienciously and sincerely, par- 
ticularly by executives, it can have 
|the greatest possible benefits in 
‘raising employe morale and in 
creating a cameraderie which sel- 
dom exists in large organizations, 
'as well as accomplishing its pri- 
mary purpose of moving more 
merchandise faster. And if a tour 
'of duty in the ranks doesn’t also 
'make the executives better execu- 
| tives, there’s something wrong. 
| 
| Jottings 
| One of the reasons WPB gives 
|for the 24% increase in pulpwood 
| production during the first seven 
|months of 1944 as compared to the 
same period in 1943, is the use of 
prisoners of war. There are now 
10,000 prisoners of war employed 
in cutting pulpwood and a new 


| 


| 
| 
| 
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The following documents ma 
be secured without charg frop 
cempanies sponsoring them, 
through ADVERTISING AGE, by ay 
national advertiser or advertisi; 
agency executive writing on }, 
busimess letterhead. 


No, 2408. Sixty Flying Hoy 
from Your Office. 

The Association of Export Aj. 
vertising Agencies has issued th 
pamphlet, which describes }, 
centralized export advertising ¢, 
help promote export sales. ]). 
cluded is a list of agencies by 
longing to the association. 


No. 2409. Food Facts About ty 
Greater New York Market, 

Issued by Paul Sayres Compan, 
New York, this illustrated book: 
discusses the eating habits of 3 
groups of foreign born New York 
ers, with emphasis on their infly 
ence on food purchasing habits 9 
these consumers. Population fig. 
ures for the foreign born group: 
are based on 1940 census figures 


No. 2410. 64 Direct ‘Circulatio: 
Offices’ Guarantee Coverage o 
the Metal Industry. 

Metal Progress has issued thi 
folder, which describes the circu- 
lation method in use by this pub- 
lication, and its effectiveness 
delivering a complete coverage t 
the metal producing and mete 
working industries. 


Ne. 2396. It’s Still Morning ix 
America. 
The Los Angeles Examiner 


which, along with the other Hears 
newspapers, is publishing a serie 
of 12 advertisements on th: 
powers, standards and aspiration} 
of this country, has issued thi 
brochure containing the second sit 
ads in the campaign. 


No. 2397. Postwar Pattern for Loi 

Angeles. ; 

This market study, issued b; 

the business research divison off 
the Los Angeles Herald - Express 
dips into the history of past per- 
formances to cut a postwar patterr 
for the Los Angeles market, trac- 
ing its prewar progress in popula-— 
tion and industry and describing 
the changes and growth brough' 
about by war industries. The mé- 
terial includes a tabulation of Lo: 
Angeles County market data anc 
graphic comparisons between the 
Los Angeles market and others 
the country. 


No. 2398. How Pencils Are Being 
Sharpened for Tomorrow: 
Competition. 

Prairie Farmer and Station WLS 

have issued this booklet, whic! 

contains some suggestions for ad- 

vertising and sales manage!s 0 

possible postwar changes affecting 

new sales planning and medié 
selection. 


No. 2399. Who and Why? 

Parade, in this folder, lis: 
1944 advertisers and repor': tht 
“why’s” in terms of readersh! 
merchandising support, ‘ke! 
data, cost, etc. 


No. 2385. Wartime Grit Av -rit 
| 


camp will be opened this month in | 


Maine, housing 1,250 prisoners. . . 
Looking ahead to the day when 
the Allies will announce their vic- 


Speaks. 
Grit has issued its 9th ue 
reader survey, in which 3% 
small-town families answ te 


tory over Germany and still far-| questions: ‘‘What will sma wn 


ther into the future when Japan|America buy 


will be defeated, Aldens Chicago 


Mail Order Company kas printed| various brands 
its “Policy on V Day” in a tiny|shelves?”; and “How big are "" 


folder so that employes can check 
immediately (presumably while 
the whistles are blowing) its plans 
for closing the plant when vic- 
tory is announced... 


| 


| 


when the 
over, and what makes?”; “H 
moving Bs. 


America families and wi) * 
their occupations?” The p'>!°* 
tion’s editorial setup, featu 
fiction are described, alon: WW” 
some advertising success s'! ; 
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We call them “Heroic Episodes of World War II”. Since from individuals, companies, schools, colleges and art % 
. *.° 
early in 1943 Esquire has published a series of authentic museums. And from the families of men whose service : : 
fee 
narratives of wartime heroism, illustrated by famous beyond the call of duty we have recorded. ee 
artists. And documented by official accounts. Purpose of It seems only fitting that Esquire, the Magazine for : 
the series is to pay grateful tribute to our fighting men. Men, should depict for those of us here at home the valiant 
The most important Americans of our time. That their deeds of Americans in war. We believe these heroic 
deeds may live, though death is their constamt companion. episodes published by Esquire, a favored magazine of 
The response elicited by these episodes exceeds any- fighting men, will become an impressive part of the 


thing in our experience. Requests for copies have come American tradition. 


Esquire is not only a magazine...IT’S AN INSTITUTION 


Portrait of Captain Bob Hartzell by John Falter 
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You get going faster 
and sell more when you 
build your program 
around the Chicago — 
newspaper more people 
read and want — 


SEPTEMBER 


AVERAGE 


OU harvest the maximum number 
Le sales when your promotion 
produces response from the maximum 
number of prospects. You capitalize 
with greatest effectiveness and econ- 
omy your opportunities today and post- 
war when you make the Tribune your 
number one medium in Chicago. 

Every day of the week, the Tribune 
reaches Chicago’s largest constant 


NET PAID 


TOTAL 


audience. From one end of this marketf 
to the other, the Tribune is the news: 
paper bought, read and bought from 
as is no other. 

On weekdays during Septem berf 
Tribune total circulation averaged in 
excess of 980,000. This was from 
490,000 to 635,000 more than oie! 
Chicago daily newspapers delivere !— 
and more than any two other Chi. .g0 


Chirags 


The World’s Greatest Newsp pé! 


CIRCULATION 
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CHICAGO 


“oe RPA etc 


980,000 


PAPER 


490,000 


Total average net paid circulations 
of Chicago DAILY newspapers 
September, 1944 


PAPER PAPER PAPER 
TRIBUNE A B C D 
MORE THAN LESS THAN LESS THAN LESS THAN LESS THAN 


435,000 435,000 350,000 


— : 
narket daily newspapers combined. Advertisers testify plainly that this is 
news On Sundays last month, Tribune fact. During the first nine months of 


from® total circulation averaged in excess of 
1,300,000. This was from 335,000 to 
945.000 more than other Chicago 
Sunday newspapers delivered. 

from No matter what you sell, or to whom 
you sell, you get going faster in the 
rol— ff greater Chicago market when you build 
1i..ag0 fF YOur promotion around the Tribune. 


Tribune 


ing Chicago for 97 Years 


p opel or 


OVER 


980,000—-SUNODAY, 


this year, they placed in the Tribune 
more of their total expenditures for ad- 
vertising than they placed in any three 
other Chicago newspapers combined. 

To sell more at lower cost, build 
your Chicago advertising plan around 
the Tribune, the Chicago newspaper 
more people read and want. 


OVER 


1,300,000 
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AF |Intertype Corporation, Brooklyn, 
A Elects Seven \N. Y.; Western Advertising Agency, 


Advertising Federation of Amer- | Racine, Wis.; Worcester Broadcast- 
ica has added the following new ing Corperation, San Diego, Cal.; 


members: Chamberlain Metal | ' : ; 
F “. |Mailograph Company, New York; 
Weather Strip Company, Detroit; | Cantar , tem 4 iter South 


Bend, Ind., and George Homer 
ss Martin, Advertising, Newark, N. J. 


-ROI Buys Stevens Company 
MOLINE ROG ISLA ND a ai Company, 
fj Fe ft \ 


/j BN @4\ Cleveland, manufacturer of graphic 
THE FARM MACHINERY eéarts machinery, has purchased the 
CAPITAL OF AMERICA 


Charles N. Stevens Company, Chi- 
cago dealer in bindery equipment. 


Heads Elevator Company 


Ellis L. Spray, assistant to the 
president of headquarters manu- 
facturing division, Westinghouse 
Electric & Mfg. Company, has been 
appointed vice-president and gen- 
eral manager of the Westinghouse 
Electric Elevator Company. 


Direct-to-Dealer 
Sales Abandoned 
by Estate Stove 


Hamilton, O., Oct. 11.— Ex- 
panded production, comprehensive 
sales and service training pro- 
grams, specialty distributors and 
stepped-up national advertising 
were the lures held out to dealers 
this week who will market Estate 
Stove Company’s postwar ranges, 
water heaters and Heatrolas. 

The manufacturer, which used 
business paper space recently to 
announce its “tooling up” plans, 
has also launched a consumer 
campaign using newspapers in 75 


key cities throughout the country. 
Its intention to use specialty dis- 
tributors is a complete marketing 
change for Estate, which prior to 
the war sold its products direct to 
dealers. 

The company some time ago 
conducted a test in Pittsburgh of 
giving an exclusive wholesale 
franchise to an established appli- 
ance distributor, and the test 
proved so successful, officials said, 
that the plan will be established 
throughout the country. Initial 
trade publication copy announeing 
the new distributing setup listed 
the names of distributors already 
appointed to be the dealers’ “post- 
war partners in selling Estate ap- 
pliances.” 


Full Mark-Up Promised 


Dealers are told that Estate, by 
marketing its products through 
top-flight specialty distributors, 


Baltimore’s Ears and Eyes are on WFBR* 


THE EARS... 
Millions of them in the Baltimore trading area! 
And they listen to W FBR right across the board from 
“Morning in Maryland” at 6:00 A.M. until sign-off 


time at midnight. Swell local shows and top Mutual 
network attractions keep WFBR’s ratings high on all 
surveys. Check for yourself; see how many times 


W FBR is mentioned in first, second or third position! 


THE EYES... 


Plenty of eyes see WFBR, too! Because we have 


the finest studio facilities in the South. They come to 


* ANOTHER GOOD REASON WHY | | | 


see many of our best local shows go on the air or 
they come just to see what the inside of a radio studio 
looks like. Over 75,000 is the average yearly attendance 


... no other Baltimore station can make this statement! 


There you have it...the eyes and ears of Baltimore 
are pretty familiar with this station and have been for 
the past 22 years. It’s the kind of listener interest and 
loyalty that builds sales for advertisers on WFBR. 

. 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


b R IS YOUR BEST BALTIMORE BUY! 


Advertising Age, October ; 1944 


who will work closely w 
representatives, will give 16 ». 
tailer “overnight delivery <cryjq, 
constant close contact, aq 4, 
most helpful sales and serv 0 a. 
sistance.” Dealers will cont ie y 
receive the full mark-up, t), 
says. 

The company also emp) asizg 
that Estate ranges and heaters 5), 
made for use with city gas, » ttle; 
gas or electricity, and that Hea. 
rolas may use coal, wood or 9 
—a policy that enables the deal. 
to “get right into the sale instex 
of a ‘fuelish’ argument.” 1 

Large-space newspaper copy ; 
the new series to run in Sunda 


Stockton, West, Burkhart, In 
Cincinnati, handles the Estate a). 
count, with Charles Butler accoyy 
executive. 


National Sugar Resumes 
Jack Frost Advertising 


National Sugar Refining Com. 
pany, New York, recently used 4 
dailies in 32 cities in New York 
New England and Pennsylvania t 
remind Jack Frost cane sugar cus- 
tomers that although thousands of 
bags of sugar are going to the 
armed services and Allied na- 
tions, there are many more “thou- 
sands of bags for home consump- 
tion,” even though there may not 
be “all you want at your grocer’s 
the first time you try.” 

Similar copy used in the same 
papers in August marked the first 
advertising National Sugar has 
done since sugar rationing. Young 
& Rubicam, New York, is the 
agency. 


Acquires Cavalier Corp. 


Florence Stove Company, Gard- 
ner, Mass., has purchased the elec- 
tric and gas range business of 
Cavalier Corporation, Chatta- 
nooga, Tenn. Cavalier plans to de- 
vote full time to its furniture and 
metal working lines. 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE” 


Securing distribution and sales is 
simple and easy in Michigans 
Upper Peninsula. 


For instance on a food item —4 
Upper Peninsula jobbers can han- 
dle the distribution for 90°, of 
this excellent market. 


A 3,000 line advertising schedule 
costs only $840.00 in 


The "Big 5" Group 


consisting of the 


MARQUETTE MINING JOUP NAL 
IRON MOUNTAIN NEW 
HOUGHTON MINING GAZ -TTE 
SAULT STE. MARIE NEV 
ESCANABA PRESS 


These papers will sell the co «um 
ers in this rich market for y: 


Markets cultivated NOW wv be 
yours after the war. 


For information phone or «r¥ 
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sae You Know Where Your Advertisement 
ls Going When You Know 
It’s Going HOME 


Giving voice to the preferred value of home circulation is not mere sales- argument, but 
a statement of BASIC truth. It is a truth confirmed by the fact that advertisers, for 43 con- 
secutive years have placed more Total Display Linage in The Chicago Daily News than any 
other Chicago newspaper — morning, evening or Sunday.* 


- rt | The Daily News is an evening and home newspaper. Its audience is Chicago’s key- 

09), of audience. And a home audience. More than a million reader-friends have chosen it as 
good companion and good counsellor. And these readers are ome readers. 

chedule Advertisers would not, year after year, make The Daily News a BASIC instrumentality 


in their marketing plans if this hore newspaper and its ome readers did not reward them 
with profitable response. Business executives all over the nation rank The Daily News as 


IuUp 
? 
URNAL CHICAGO’S BASIC AD 
=V\ 7 
AZETTE 
-\ 
, *For fair comparison, liquor linage omitted since The Daily New 
] 
does not accept advertising for alcoholic beverages 
cor sum 
ys 
ns THE CHICAGO DAILY NEWS 
r jorite FOR 68 YEARS CHICAGO'S HOME NEWSPAPE Fo 
i“ 
ITS PLAC FIN THE HOME NE OF air - 
Dt PECT AND TR ; = rt 
; - 2 F 
+ 
i 
: NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza Tties. 
- IT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobort Building 
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This outdoor board is currently showing on 
100 locations in high traffic areas throughout 


the City of St. Louis (Mo.), home of the St. 


Louis Star-Times. 


WPB Studies Hit 
Predictions of 
Record Purchases 


Washing Machines Top 
List; Demand for 
Radios Is Lower 


Washington, Oct. 11—WPB ob- 
served today, in releasing the full 
text of its surveys on the current 
market for housing and household 
appliances, that “without the stim- 
ulation of favorable prices and the 
salesman’s art’ it cannot be as- 
sumed that even with continued 
prosperity demand for these items 
will reach unheard-of peaks after 
the war. 

In reaching this conclusion, mar- 
ket experts of the Office of Civilian 
Requirements pointed out that a 
special study made for WPB by 
the Bureau of the Census revealed 
that only in washing machines, 
sewing machines, mechanical re- 
frigerators and vacuum cleaners 
did demand appear to exceed pre- 
vious peak year purchases. 

For other items, particularly 
radios, OCR found that the sample 
census revealed a demand below 
the peak year. Even for those 
items where the backlog exceeded 
the best prewar year, OCR cau- 
tioned that this demand might fall 
off when domestic service condi- 
tions improve after the war. 


Full Reports Available 


Some of the factual material in 
today’s release was not new, for 
a summary of the report had been 
released last June. To help indi- 
viduals interested in the postwar 
housing and appliance markets, 
however, WPB has now made the 
full reports available through its 
Division of Information. They may 
be had by writing to that division, 
Washington 25, D. C. 


Louis Star-Times’ daily net 


. in addition to the daily spot news which 
is carried in the columns of this increasingly 
popular newspaper that’s read by thousands 


of persons “After the Daily Grind.” 


Its illustration and copy imply the relaxation 
Fact is—the St. 


and entertainment features of the Star-Times 
paid circulation is more than 185,000—con- 


crete evidence of its growing popularity with 


newspaper readers in the St. Louis market 


area. 


AFTER THE “DAILY GRIND’ 


Of particular interest to appli- 
ance people are the detailed charts 
which show potential markets for 
14 major items broken down by 
areas, together with factual data 
on the age of various appliances 
and the prices purchasers expect 
to pay for new ones. Similar de- 
tails are available in the housing 
report, showing the type of fam- 
ilies that will buy homes, areas in 
which they live, type and price of 
home they are considering, and 
other details. 

OCR found that a large number 
of the people who plan to buy new 
household appliances never owned 
them before. It noted particularly 
that appliances are more durable 
than generally recognized, and de- 
spite the long holiday on produc- 
tion, the amount of obsolescence 
is relatively low. 

“Except for washing machines, 
sewing machines, mechanical re- 


frigerators and vacuum cleaners, 
the actual backlog of potential 
buyers today is apparently no 
higher than the number of items 
purchased during a single peak 
year,’ OCR commented. Observ- 
|ing that returning servicemen may 
| swell this demand considerably, it 
added: “If circumstances tend to 
make people cautious, sales ap- 
proaching the prewar peak will be 
achieved with difficulty.” 
Here are the demand figures for 

appliances as OCR sees them: 

(Plus 

000) Peak 

Now Year Ch’nge 
Wash. machine 4,300 1,900 42,400 
Electric iron.. 4,000 4,300 —300 
Mech. refrig... 3,800 2,600 + 1,200 
Cooking stove 


(all kinds.). 3,200 4,000 —800 
| ae 2 1,300 1,600 -—300 
ae ee 700 900 -—200 
Wood, coal. 700 900 —200 


Electric .... 500 600 —100 
Elec. toaster.. 3,200 3,100 -+100 
Se pe 2,700 7,700 —5,000 
Vac. cleaner.. 2,400 1,600 +800 
Sew. machine. 2,300 700 + 1,600 
Electric fan... 1,500 1,800 —300 
Heating stove. 1,200 2,600 —1,400 

From these figures, it appears 


that while five appliances would 
sell 6,100,000 units more than their 
peak year if consumer durables 
were available today, five others 
would fall off 7,800,000 units. 


Many Factors Unpredictable 


These estimates, OCR warns, 
cannot be taken as final because 
many unpredictable factors are in- 
volved. For instance, demand for 
washing machines, sewing ma- 
chines, vacuum cleaners and re- 
frigerators may have been accen- 
tuated by the shortage of clothing 
and difficulty with laundry, as 
well as the increase in buying 
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power in rural areas, and 
sections of the population 
large numbers of children. 

Likewise, the striking fal], ; of 
in demand for radios can be pa. 
tially explained by the lack of ney 
models and advertising pressyr¢ 
and by the availability of set. j.¢! 
behind by 10,000,000 service x.» 
“Demand is relatively low com, 
pared to what it was before the 
war,” OCR points out, “but ¢); 
does not mean that demand wij 
not again be stimulated when »¢, 
models and new sales appeals ap. 
pear.” 

OCR found that today’s ma ke, 
for most appliances lies more with 
people who have none than thoy 
who need replacements. Particy. 
larly for such highly durable jtey, 
as sewing machines, electric fan; 
electric cooking stoves, heatin; 
stoves and water heaters, less tha, 


hong 


Analyse 


industrial market show 28,215 metalworking 
plants. About 11,000 of these plants account for 
96% of the entire output of the industry. The other 
17,000 plants represent 4% of the industry output. 
Given your choice, you would prefer to concentrate 
your advertising on the plants that do the real volume 


the Market 


Latest government figures on the world’s largest 


of business. This calls for selective coverage. Only a 
business paper which does a thorough-going market 
analysis job of its own can deliver selective coverage. 
If you have ever seen STEEL’s comprehensive study 
of the market, you can readily understand that cover- 
age based on this widely discussed study is selective— 
and that STEEL is reaching the worthwhile market. 


Determine 


age. STEEL not only 


Plant Coverage 


Total circulation figures give no hint of the 
number of plants covered. They indicate number 
of copies. You want to know how many plants 
are reached—and where they are located in 
order to determine the effectiveness of the plant cover- 


gives you a count of plants 


covered, but shows how its plant coverage para’ els 
the geographical location of the industry. 


Weasure the Sales Possibilities 


What size plants are reached (and equally 
important, what size are the ones not reached)? 
This indicates the thoroughness and scope of the 
selective coverage. There are two measures avail- 
able—employment and capitalization. STEEL not only 
breaks down its coverage by these measures, but breaks 
down the entire metalworking market, so you can see 


what part of the market you reach through the pages 
of STEEL. More than that, you can measure the buying 
possibilities for your products among STEEL’s readers 
by checking what they make—or what operations they 
perform. This data is even available by size of plants 
to show the proportion of the market reached by STEEL. 


IN SELECTING|| 


to most effectively reach the 
METALWORKING MARKET 
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3% the people who have them 
ed replacements. 

Irons Top Lists 
Re» acement market is highest 


for ctric irons, washing ma- 
chi radios, toasters and gas 
C00 stoves. For instance, fig- 
ure \w that twice as many pev- 
ple wno now have them _Wwant/}m 
war! ng machines and refrigera- 
tors. On the other hand, twice as 
many clectric irons are needed as 
rep|acements than for new users. 
“fee are the estimates of the 
nunicr of each that will be sold 
as re acements: 

Washing machine ...... 1,200,000 
Flectric irom ........... 2,300,000 
Mech. refrigerator ..... 700,000 
Co g GIVE a. eee 1,800,000 
Mester ocsawwv ages re'ss 1,100,000 
Maglio ..csedsewet Oaba e's 1,100,000 
Vacuum cleaner ....... 700,000 
Sewing machine ........ 50,000 


mueeerig TAR 4... .k ss. cee 300,000 , 
Freating. stove 22. oo... 500,000 
Water heater .:........ 100,000 


WPB is impressed with the re- 
placement market because it feels 


that it gives a fairly reliable esti- | 


mate of true needs that will exist 
after the war, and a conservative | 
estimate at that, because replace- | 

ment needs will be increased by 
further obsolescence as the war 
goes on. The market for many of 
these items will grow proportion- 
ately by 1945, it predicts. 

More numerous, if less reliable, 
among the potential purchasers 
are people who do not own these 
appliances at this time, many of 
whom said they can now afford 
them for the first time. Newcom- 
ers focus their attention on me- 
chanical refrigerators, washing 
machines, sewing machines, elec- 
tric toasters and vacuum cleaners. 

Of particular interest in the ap- 


pliance study was a finding that | 
56% of the households interviewed | 
were not interested in buying any | 
appliance at this time, the reason 
being chiefly because they had one 


them. Among those who said they 
were waiting until after the war 
to buy, 27% said they were will- 
ing to stand by until new models 
appeared. 

The housing survey shows that 
3,380,000 families bought homes 
during the past four years, and 
that 3,700,000 are planning to build 
after the war. Of the 3,700,000, 
however, only 800,000 were “sure” 
of their plans. 


Geyer Names Estabrook 


Ted Estabrook, recently dis- 
charged from the U. S. Maritime 
Service where he was a lieutenant 
(jg), and previously in the radio 


|}section of the OWlI’s overseas 
| branch in San Francisco, has been 


|appointed television specialist for | 
| Geyer, 
| York, 
in good condition or did not need | 


Cornell & Newell, 
in line with the agency’s 
expansion, of radio activities for 
postwar. 


Apparel Groups 
Appoint FC&B 


California Apparel Creators and 
Associated Apparel Manufacturers 
of Los Angeles have appointed 
Foote, Cone & Belding as their ad- 
vertising agency. Jack Little is 
account executive. 

Both organizations are con- 
cerned primarily with market de- 
velopment, California Apparel 
Creators serving the southern 
California apparel industry, and 
Associated Apparel Manufacturers 
representing 209 manufacturers of 
women’s wear. 


—_—_ 


Check the Wen Who Read Ti 


Who specifies and buys your type of products? 
Which men are important to you? How .many 


of your prospects 


and customers have selected 


STEEL as their regular source of metalworking 
news and information? Industrial buying is influenced 
by a key group in each plant—management, engineer- 
ing, supervisory and purchasing officials. STEEL shows 
what.percentage of thesé groups it reaches, by title— 


and by size of plant. 


Study the Editorial Jot 


Does it provide timely, current news... engi- 


news.. 


. authoritative. . 


neering and operating information. . 
.of interest to men who should be 
interested in your products? STEEL is a weekly 
; . timely. It has the largest staff of 
full time editors of any business paper in the industrial 


. market 


field. Operating men rely upon its engineering section 
for new ideas, new methods. Purchasing officials use 


its market section in their daily activities. 


For an up-to-date picture of the worl 


largest industrial market—and natal 


War’ —a comprehensive study that will help — ¥: 
‘you plan your ahvetiers — sales ag 
‘reinc 


evomtvenssl 


STEEL 
Penton Building 
Cleveland 13, Ohio 


The Mogozine 
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Ad Golfers Elect 


Herbert H. Beck of Hearst Ad- 


New| vertising Service has been elected 


president of Western Advertising 
Golfers Association, Chicago, fol- 
lowing a _ successful six months 
season with golf tournaments held 
during each month. Other new 
officers are Lawrence E. Meyer, 
International Cellucotton Products 
Company, Ist vice-president; Gale 
Blocki Jr., John Blair & Co., 2nd 
vice-president; Otto R. Stadelman, 
Needham, Louis & Brorby, secre- 
tary, and DeWitt S. Dobson, Curtis 
Publishing Company, treasurer. 


Sherrill to Illustravox; 
Expands Ad Campaign 


Nels Sherrill Jr., formerly sales 
manager of the home insulation 
division of Johns-Manville Cor- 
poration, has joined Magnavox 
Company, Fort Wayne, Ind., as 
sales manager of its Tllustravox di- 
vision. 

Illustravox, which manufactures 
sound-slide training equipment, 
plans an extensive advertising and 
sales promotion campaign on the 
advantages of audio-visual train- 
ing. 


“BETH” BLACK 


MEDIA DIRECTOR 
The Joseph Katz Co. 


fase’ New York City 


‘1 can't say anything about 
that it 
hasn’t already proved for 


spot broadcasting 


itself. At our agency we've 
used a lot of it for a long 
\ time”. 
\ 
™\ 


a \ 


In just 27 words this femme 
timebuyer, who spots a lot 
of advertising in the mar- 
kets she wants, on the sto- 
tions she wants, has cov- 
ered a many thousand word 


subject. 
hen ¢ 40a 


General Mgr. 
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“WFDF Flint says I 
should keep in touch with 
all the boys.” 


|\Schirmer Enters Radio 


G. Schirmer & Co., New York 
music publisher, will start radio 
advertising for the first time Oct. 
27 when it takes over sponsor- 
ship of “Musical Memory Game” 
on Station WQXR, New York, 
Sunday, 2:15-2:30 p. m., EWT, and 
Friday, 9:15 p. m., EWT. In addi- 
tion, to advertise not only music 
publications, but also the mer- 
chandise in its 43rd St. store, the 
company will use one-minute an- 
nouncements on WQXR, Thurs- 
days between 8-9 p. m., EWT. 
Account is placed direct. 


Pycope Appoints Agency 
Pycope, Inc., division of Block 
Drug Company, Jersey City, N. J., 


Moore Promoted 


Gordon Moore, for the past 10 
years a member of the classified 
department of the Los Angeles Ex- 
aminer, has been placed in charge 
of the paper’s merchandising serv- 
ice division succeeding William 
Mayer, who has joined the busi- 
ness and market research division 
of the Examiner. 


/ 


Continental Names Two 


Mark Dietz of the sales staff of | 


Continental Distilling Corporation 
has been appointed national brand 
representative for Dixie Belle dry 
gin. O. W. Davidis, formerly di- 
rector of corporations department 
of the Los Angeles War Chest, has 
joined Continental as divisional 


has named Noyes & Sproul, New| representative on the Pacific Coast 
York, to handle dental advertising| for Dixie Belle gin and Philadel- 
for its tooth brushes and powder. | phia blended whisky. 


Soft Coal Series 
Will Emphasize 


Consumer Groups 


New York, Oct. 10.—The varied 

influence of soft coal on the lives 
of individual groups of consumers 
will be shown by Bituminous Coal 
Institute in a campaign starting 
this month in nine magazines, 
through Benton & Bowles. 
The first four ads in the series 
will spotlight, respectively, a 
farmer, a doctor, a railroad man, 
and a public utility lineman, ac- 
cording to Harry M. Vawter, di- 
rector. The fifth probably will 
feature a textile worker. 

Each insertion will stress the 
importance of the work of that 
particular group, and all will show 


| how coal serves the nation’s major 


Franklin Bruck A 


Pedestrian America, buying America is domi- 


market places. 


to fit your sales problems. 


dvertising Corp. 


Poster Advertising 


630 FIFTH AVENUE, NEW YORK 20, N. Y. 


nantly yours with Express Poster advertising. 


1',; Billion pedestrian exposures each month is the 
national Express Poster coverage count. Note— 
only pedestrians are included—all other circulation 
is PLUS—from automobiles, taxis, buses and street 


cars. Express Posters deliver the cream of America’s 


Showings are still available both nationally and sec- 
tionally on the fleet of 14,100 vehicles. Write for infor- 


mation on how Express Poster advertising can be tailored 


Powerhouse Candy Bar advertising is planned and placed by 


DOUGLAS LEIGH 


ee 
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activities. This series wil] Dea 
in Atlantic Monthly, Fortune. Hqr- 
per’s, Liberty, Life, Nation’. si 
ness, Newsweek, The Sat. rig 


Evening Post and United 
News. 

The institute also is laun 4j,, 
a campaign on “flexible he. jn,’ 
systems in American Hon. a 
Better Homes & Gardens © 4 | 
building and architectura] ers 
urging that basements and | jp. 
neys of homes be built to », 
for easy change from one : 
fuel to another. A “flexibl; 
ing” contest among architects 
encourage the design of yc} 
chimneys recently was announced 

A new campaign in 11 coal trad 
papers is designed to provide «ale 
aid to retail coal dealers. A coy. 
pon in each ad offers a booklet , 
such information. 


Joins Duane Jones 

Lawrence J. Hubbard, marke; 
ing consultant and former assist. 
|}ant director of research of Cross 
ley, Inc., New York, has _joine 
Duane Jones Company, New York 
as director of research. 


Warren Will Promote 


Alarm Clock Resumption 


Warren Telechron Company. 
Ashland, Mass., will promote it: 
resumed alarm clock production 
a $250,000 campaign starting ; 
1945 in American Magazine, Th 
American Weekly, Collier’s, Ladie 
Home Journal and The Saturda 
Evening Post. N. W. Ayer & So: 
is the agency. 

Science Service 
Offers Radio Scripts 

Science Service, Washington sci- 
ence news- gathering servic; 
which distributes daily  sciencs 
columns to newspapers, is now of- 
fering a similar service to radi 
stations. Two 15-minute progran 
of science news will be sent eact 
week to one subscriber station in 
each principal listening area 
Scripts may be divided into more 
frequent programs of -— shorte: 
length. 


“THIS IS THE 
WISCONSIN 
NETWORK” 


A familiar “call” in the 
12th largest market in the 
country. The Wisconsin \Net- 
work “serves the Badger 
State” (nearly 3,000,000 peo- 
ple in our area), with up-to- 
| the-minute news, public serv- 
‘| ice broadcasts and many «the! 
| top-notch shows. 


Place your radio adyerti> 
ing in Wisconsin with th 
Wisconsin Network for great: 
| er results! You get the bulk 
of the State’s audience nigh! 
| and day. There are no © ).!!\" 
watt stations in Wisc nsil. 
| but you get better than ©). 
| watt coverage at less than 
half of 50,000 watt rai > oD 
| the Wisconsin Network 
‘| wey 
Appleton 


|] KFIZ 

| # Fond du Lac 

|| WCLO 

|] Janesville 

|| WIBU 
Poynette- 

Madisen 

| 


—Clearance 
— Order 
—Affiday ° 
WRJN ——Payme 
Racine 
WHBL 
Sheboygan 
WSAU 
Wausau 


WFHR 
Wisconsin 


Rapids 


For complete 
tion Phone, ! 
Write 


MAIN OFFICE- WISCONSIN RAPIGE 
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. Th greatest development 
in the history of the home furnish- 
ings industry is expected to take 
place in the years following 
Victory. 


Accumulated consumer-demand 
will provide a huge market for 
everything for the home. New 
materials, new products will 
clamor for recognition and ac- 
ceptance. New resources will 
enter the field and competition 
will increase. New retail outlets 
vill complicate the distribution 
oicture. 


News and ideas will be needed 
as never before for success in this 
quicker-paced industry. Both re- 
ailers and manufacturers will 
nave to keep constantly informed 
on what is happening on all home 


furnishings fronts — manufactur- 
ing, retailing and consumer. 


Consequently, Retailing Home 
Furnishings, already the fastest 
source of news, plans to double 
the speed of its service, publish- 


QUICK FACTS 


about RETAILING’S 
Twice-a-week Service 


DATES OF ISSUE: 
Monday and Thursday 
IN THE MAILS: 


Saturday and Wednesday 
nights. 


NEWS DEADLINE: 


Right up to press time 
Saturday and Wednesday. 


ADVERTISING DEADLINE: 


Five days preceding 
date of issue. 


ing twice a week instead of week- 
ly. This twice-as-fast service will 
start in January, 1945. 


Wartime RETAILING will use the 
same amount of paper for two 
issues a week as it now does for 
one. This will result in a second 
important advantage to readers 
...aslimmer “package” ... easier 
to read ...a real time-saver for 
the reader. 


RETAILING pioneered in 1931 as 
the only weekly NEWSpaper in 
the home furnishings industry. 
Now it blazes another trail in the 
service of the industry that has 
granted it, in 13 years, dominance 
in circulation, in reader-interest, 
in advertising acceptance. 


RETAILING Home Furnishings 
A Fairchild Publication 
FAIRCHILD BLDG., 8 E. 13 ST.,N.Y.3, N.Y 
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Royal Appoints Ulrey 


pe 


‘Rochester Papers 


Howard W. Ulrey, a member of Resume Publication 


the sales department of Royal} 
Typewriter Company Ltd., Mon- 
treal, since 1935, has been named/! 
vice-president and director of the| 
company, succeeding J. C. Hussey, | 
recently appointed manager of 
Royal’s foreign division. 


LOOK IT UP in 
the MARKET DATA BOOK! 


CONSUMER MARKETS EDITION 
* 
BUSINESS PUBLICATIONS EDITION 


The printers’ strike which held 
up publication of the Rochester 
Democrat and Chronicle and 
Times-Union for a five-day period 
was settled Oct. 9 ‘“‘to the mutual 
satisfaction of both parties,” with 
both Gannett papers appearing the 
following day. 

Members of Local 15, Rochester 
typographical union, left work Oct. 
5 following the discharge of a 
union member in a dispute which 
the management of the papers 
called a “difference in contract in- 
terpretation” of the advertisement 
reproduction clause, and the union 
said it was a “lockout.” 


Celanese Appoints 

W. Ward Jackson, former con- 
sultant to the WPB chemicals bu- 
reau, and former district manager 
of the Washington office of Cela- 
nese Celluloid Corporation, plas- 
tics division of Celanese Corpora- 
tion of America, New York, has 
been named director of the com- 
pany’s product application depart- 
ment, effective Nov. 1. 


ODT Throws Cold | 


Water on Winter 
Trips to South 


Washington, Oct. 11. — Over- 
crowding of the transportation 
system will not materially de- 
crease with the end of hostilities 
in Germany, according to ODT Di- 
rector J. Monroe Johnson, who 
volunteers the gloomy prediction 
that he “does not look for any real 
solution to the problem until after 
the fall of Tokyo.” 

Seeking to head off the winter 
migration south, Col. Johnson 
warned today that vacationers will 
have to take their chances with 
travel, nor should they expect 
even such dubious assistance as 
the rickity relief trains which the 
Office of Defense Transportation 
supplied last year to route strand- 
ed tourists northward. 

Travel agents and resort pro- 
prietors were told to refrain from 
advertising, or implying, that they 
are in a position to guarantee re- 
turn transportation, for according 
to Col. Johnson not even railroads 
or inter-city bus lines are able to 
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‘VE GOT A TRAVEL PROBLEM, T00/' 


: Make sure your Xmas gifts arrive 
iy  ontime... SEWD BEFORE DEC. / 


TT 4 LL 


SPONSOR’S NAME 


REMINDER—Emphasizing that Christmas gifts for folk at home must be jn 

the mail by Dec. |, ODT is distributing a four-page folder with posters, win. 

dow cards and streamers, counter cards, drop-ins and store advertisements, 

Promised heavy support from railroad advertising, the campaign ties in with 
@ separate publicity drive from the Post Office Department. 


_—_—— 


make such a guarantee. 

At the same time, Col. Johnson 
and William Y,. Elliott, director of 
the WPB Office of Civilian Re- 
quirements asked hotels to dis- 
courage unnecessary conventions, 
by warning delegates that re- 
served rooms cannot be guaran- 


SEEDS IN THE 


FIELDS OF PLASTICS 


| homes. 


teed because important militar 
and civilian travelers serving tl; 
war effort must be accommodate 
first. 

Col. Johnson reported that ra 
passenger travel is running 14: 
ahead of last year, with the roac 
covering 8,000,000,000 passenge 
miles more than they did in the 
first eight months of 1943. Prob. 
ably 75% of the passengers are 
members of the armed forces, he 


said. 


“Pleasure travelers who insist 
on forcing their way on _ south- 
bound trains not only do so at th 
risk of dislodging military and 


|other essential travelers, but als 


stand an excellent chance of being 


| stranded for considerable periods 
|of time when attempting to mak 


a return trip north,” he declared. 
“ODT will under no circum- 
stances provide relief trains to re- 
turn such passengers to thei 
Pleasure travelers wh 
fail to heed this warning will have 


| to make their way northward as 
| best they can with no aid fron 
| this office.” 


A NEW NOSE FOR THE “FORTRESS” 


New nose for the “B-17” is now made of a 
plastic bubble. Latest advance applies the 
old principle of “free blowing” to the tre- 
mendous transparent tip of this giant 
plane. The plastic is heated for 12 minutes, 
then positioned and clamped around the 
edges. Shape is vacuum-formed; the sheet 
being pulled into position. Result is an 
almost optically perfect bubble with less 
than a 3 mils distortion. This means less 
than 9 ft. off dead accuracy at 1000 yds. 
Another plastics contribution to war 
production. 


PLASTICS SIMPLIFY LAMP ASSEMBLIES 


Plastics replace brass in many industrial 
lamp guards produced by the McGill Mfg. 
Co. Plastics are strong, light weight, elec- 
tric-resistant and simplify otherwise com- 
plicated assemblies. 


PLASTIC 6x42 BINOCULARS 


A plastic has been chosen that is superior 
to aluminum for use in Army-Navy binocu- 
lars. Satisfies three basic requirements: 
(1) dimensional stability over long periods 
of time and under wide variations of tem- 
perature and humidity, (2) impact resis- 


tance, (3) a coefficient of thermal expan- 
sion closely approximating that of metal 
inserts. The plastic also showed superior- 
ity in drop tests and passed additional, 
very tough examinations. The binocular 
is molded of a number of separate plastic 
parts with metal inserts. 


PLASTICS SCREEN PROTECTS SOLDIERS IN TROPICS 


“Saran” plastic has been found to possess 
excellent screen characteristics; is used 
widely to protect soldiers against disease- 
carrying, tropical insects. Tensile strength 
is as high as 50,000 Ibs. per sq. in. The 
plastic, when securely framed, is more 
than six times as strong as conventional 
metal screen. It is immune to corrosion. 
dampness, mildew and tropical heat, and 
retains great strength at 30°F. Same mate- 
rial is used to insole soldiers’ jungle boots; 
helps prevent Athlete’s foot, Singapore 
foot, Dohbie itch and Tinea. 


PLASTICS SAVE THREE YEARS 


At one time, two to three years were re- 
quired to manufacture a fine slide rule or 
triangular ruler. a number of complicated 
operations being necessary. Now, these 
accurate, precise drafting instruments are 
injection-molded — the complete instru- 


THIS IS NO. 13 OF A SERIES 


ment taking no more than 24 hours to 
manufacture! All markings are molded at 
the same time. 


ADD PLASTICS PRODUCTS 


(1) Textile treating process makes wool- 
ens shrink- proof, wrinkle-resistant and 
water-repellent. (2) Plastic dispenser for 
salt tablets. (3) Switch junction box and 
terminal connection for lip mike. 
(4) Nylon raincoat with plastic coating. 
(5) Terminal insulation watt hour meter. 
(6) Electric junction box for plane models. 
(7) Coin or token holder. (8) Message- 
carrier to be dropped from planes, in- 
cludes parachute light. (9) Mascara and 
hair touch-up kit. (10) Rechargeable wet 
storage batteries for flashlights. 


SEEDS 


These monthly scatterings are short re- 
views; the more complete details being 
currently presented in Modern Plastics 
Magazine, the meeting place of plastic 
minds. Should any of these touched-upon 
subjects interest you to the point of further 
inquiry, feel free to call upon Modern 
Plastics staff members. They'll be pleased 
to serve. 
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Here's a close-up of “Lincoln 
Land" folks—Roy Martin and bis 
dad Lynn, who work their own 
farm in the rich orchard area 
near Coloma, Michigan. The 
whole family are constant listeners 
to WLS... never miss reading 
Prairie Farmer cover-to-cover. 


Thirteen thousand “Lincoln 
Land" people each year pay up to 
$1 apiece at the Indiana State Fair 


HERE’S a variety of “Lincoln Land” folks. They are the farm and city peo- to see we teeny natn “wre 
: a presented by Pratrte Farmer-W L. 
ple who last Christmas season sent $13,000 to Prairie Farmer-WLS to buy as opening night attraction, an — 
, ‘ . P ent at the nots 1 — 
needed equipment for children’s hospitals... the ones who turn out 100,000 p——-sanlepivatiie ecole Gouin x 


Wisconsin expositions, as well. 
strong each year to see the National Barn Dance in Chicago... who bought (and 


% paid their cash as they bought) through Prairie Farmer-WLS $100,000 worth of 
' bonds during one week of the War Loan Drive. 


Right now “Lincoln Land”’ is especially prosperous. Farms and factories are 
producing as never before. Nowhere are men more seriously buckling down to 
producing for Victory. “Lincoln Land” folks are investing in War Bonds today 
that they may enjoy the products you will have for them tomorrow. They have 
expressed their confidence in Prairie Farmer-WLS. To have your advertising 
message received with confidence, use Prairie Farmer and WLS—as a team. 


1) AATRIE. |-ARMER \ 


SINCE D> 1841 CHICAGO 


BURRIDGE D. BUTLER. President 


“Waed aa aTEAM... they PENETRATE DEEPER 


Wrte per this Booklet. For the full story of these 14,000,000 folks, write for the 
booklet, ‘These Are the People of Lincoln Land.” It tells you where they live 
they live, what they do and what they buy. It's free. Ask for it. Prairie Farmer-WLS 
1230 Washington Boulevard, Chicago 7, Illinois 


jabs Weal, Pee ees 
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Appoints Erwin, Wasey 


House of Herbs, Inc., Canaan, 
Conn., has named Erwin, Wasey 
& Co., New York, to handle adver- 
tising of its blended seasonings. 


MULTIGRAPHING—FILLING-IN 


ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago5 Wab. 8655 


Petrillo Refuses 
F.D.R. Request 
to Lift Disk Ban 


Chicago, Oct. 11.James Caeser 
Petrillo, president of the American 
Federation of Musicians, yesterday 
said “no” to President Roosevelt’s 
request that the union ban against 
making commercial recordings and 
transcriptions be lifted. His re- 
fusal was set forth in a nine-page 


House from Mr. Petrillo’s head- 
quarters in the Morrison Hotel, 
where the AFM executive board 
|had met to act on the President’s 
| plea. 
| Mr. Petrillo reiterated that pro- 
‘duction of “canned music” de- 
prives union musicians of jobs and 
that all companies making phono- 
graph records for commercial use 
must pay, on each recording, roy- 
alties which go into the union 
treasury. 

Mr. Petrillo’s telegram said that 
105 companies have signed con- 


tracts meeting the union’s terms, 


and that only two, RCA Victor 
and Columbia Recording Com- 
pany, are holdouts. He said a con- 
cession by the union now would 
“permit these two companies to 
resume the manufacture of rec- 
ords for civilian use with result- 
ing tremendous profits to them, 
and that would be accomplished 
by taking the business away from 
those companies who have 
signed. . .” 

The union halted production of 
the recordings in 1942. The gov- 
ernment has tried unsuccessfully 
to outlaw the ban since, first 


| telegram dispatched to the White 


This beautiful young thing (male) was a hit with the beautiful 

young things (female) of 20 years ago—was the type men’s wear 

advertisers chose to model their clothes. But that was 20 years ago! __ 
- | 
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Nowadays the models in men’s wear avertisements are less beau- 
tiful but more believable —they look like people you would know, 
honest-to-goodness business or professional men. 
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What kind of man do men copy ‘ 


HY have advertisers switched models? The answer is 

simple as ABC. The average citizen likes to wear what 
he sees on his boss and the business and professional men he 
looks up to in real life. They are the men other men admire 
and copy! 

They are the kind of men you think of when you think 
of the readers of Time. 

These more-than-a-million TIME-reading men are the em- 
ployers of America—33,000,000 other Americans work for 
them, have their eyes on them, note carefully what they 
wear and when they wear it. That’s why TIME should be an 


_tops with 


important part of your postwar plans for launching and set- 
ting new styles that will be more fun to wear and buy—for 
TIME is tops with the people who set the American pace. 


Yet that’s only half the story— 


—an advertising campaign in TIME is a double-barreled 
promotion because TIME readers are themselves a tre- 
mendous market for clothes. They buy 4 times as many 
suits as the average man. They have almost twice as 
much money to spend as average Americans! 
Your own common sense will tell you that you can talk to 
these readers best in the magazine they like best. And sur- 
vey after survey tells you that TIME is it.” 


the men other men copy: 


*TIME is voted the first-choice magazine of men who are the best charge-account customers of 
America’s best department stores, such as: The J. L. Hudson Company, Detroit, Mic higan... 


Advertising Age, October |) j4, 


through an anti-trust act s. it ap, 
later by a War Labor Boog 4. 
cree. On Oct. 4, President toc, 
velt wired Mr. Petrillo, irgi;, 
him to cooperate with the Wy; 
order “in the interest of ¢ -dey) 
government.” ’ 

At his headquarters, Mr. F stp; 
admitted that no union mu icj,, 
are now drawing comper sati,, 
from the union unempl:« me 
fund into which the recerdj; 
royalties flow. The fund now 4, 
tals $125,000. He said the nig, 
now had 138,000 members, 35 9% 
of whom are in the armed se.yix. 
and declared he expects a nen 
bership of 200,000 after the «ay 


Grocery Store Appoints 


Grocery Store Products Cop, 
pany, New York, has named Alle 
& Richards Company, New Yor 
to handle advertising of Jaco} 
“Bin B” (broiled in butter) mus. 
rooms. 


Joins J. D. Tarcher 
Charles F. McCandless, forme; 
of Pedlar, Ryan & Lusk, New Yor 
has joined J. D. Tarcher & C 
New York, as head of the resear: 


department. 


YW keep seeing 
| Tacoma... 

| Washington's 

_ Second Market!” 


Solid facts — not prophesies 
—prove the growing impor- 
tance of the Tacoma market. 


And good solid facts prove 
the necessity of using (he 
Tacoma News Tribune to 
effectively cover this «ch 
market. 


For in Tacoma-Pi« ce 
County—second largest | \°t 
ropolitan market in the «te 
—the News Tribune de! °s 
22.6% more circulation +4" 
all other Tacoma and S«.''* 
daily papers combined 


Ask Lorenzen & Thom °° 
for the complete Ja 


ar Hutzler Brothers Company, Baltimore, Maryland... Joseph Horne Company, Pittsburgh, Penn- 
«vlvania... Rich's, Inc., Atlanta, Georgia ... The Rike-Kumler Company, Dayton, Ohio... story—now. 
Thalhimer Brothers Inc., Richmond, Virginia. 


Source: 1944 A. B. C. Aud 


The News Tribune 


TACOMA, WASHING 10% 
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One of a series appearing in LIFE and Fi OR TUNE 
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Fifth of a series portraying the History of Fire 
Painted by Amos Sewell for the Universal collection 


The “mystery match’ of Luzon 


“Then you blow it into flame,” she explains. To 
the Tinguian village boy, Sabak is the best fire- 
maker in the Philippine province of Luzon. In 
her left hand is a’ small barrel of buffalo horn that 
looks like a fat black cigar! Its slender hardwood 
piston is ornamented with a knob at one end; the 
other is recessed to hold tinder. She drives the pis- 
ton into the barrel sharply . . . withdraws it quickly! 
Compressed air produces sufficient heat in the 
channel to ignite the tinder in the tip. 


THE “MIRACLE MATCH” OF TODAY 


It was not until 1916 that the Book Match was 
perfected. Thus was born not only a miraculous 
method of making fire quickly and conveniently 
... but an advertising medium was created that 
has since grown to astonishing proportions. 


FACTS YOU SHOULD KNOW 


Although Book Match advertising is compara- 
tively new, it has already been developed to 
the point where it has these outstanding ad- 

antages that are invaluable to everyone inter- 
ested in advertising and selling: 


UNIVERSAL MATCH - 


AN INSTITUTION KEYED TO LEADERSHIP 


1. Because Book Matches are indispensable 
companions to the over 50 million Americans 
who smoke, they have automatically become 
a dominant advertising medium. 


2. Because there are 20 matches in every book, 
your message is flashed before each person 
20 times. 


3. Your advertisement alone appears on the 
book; there is no competition for the read- 
er’s attention. 


4. Effective results .. . at lowest per-reader cost. 


5. UNIVERSAL has developed Book Match ad- 
vertising so completely that coverage can be 
spread to do a blanket job—or can be lim- 
ited to any one market. 


Many of the country’s leading advertisers (names 
on request) have discovered the power of Uni- 
versal Book Match advertising, and today use 
millions of Universal Book Matches to adver- 
tise their product or service. /n fact, no other 
major advertising medium is used by as many dif- 
ferent advertisers as use the Universal Book Match. 


TIPS. 
t » 4 
s »4 


r 


AND DEDICATED TO SERVICE 


MAKE SIMPLE, INEXPENSIVE TEST 


No matter what your business or its size — or 
that of your clients — you can use Universal 
Book Match advertising profitably. We have 
a special test plan by which you can easily 
prove its value with a very nominal expendi- 
ture. Write today for full information. 


UNIVERSAL MATCH CORPORATION 
General Offices—Saint Louis 21 


Sales offices in all principal cities coast to coast 


ee ee ee ee eee ee ee eee ee eee 
UNIVERSAL MATCH CORPORATION 
Saint Louis 21, Missouri 
Gentlemen: 


Without obligation on my part, please send 


me a 125,” x 834" reproduction (suitable for 
framing) of Amos Sewell’s Philippine scene. 
Name 
Company 
Address 
City State 


CORPORATION 
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Gets Sunmaster Account 
Hutzler Advertising Agency, 
Dayton, has been appointed by 
Sunmaster Products Corporation, 
Miamisburg, O., manufacturer of 
Sunmaster electrical products. 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 
314 N. Michigan Ave., Chicago 1, If. 
Central 3373 


Release Reynolds Film 


A one-reel version of “Recital 
of Faith,” new motion picture de- 
scribing all steps in aluminum 
production backed by Reynolds 
Metals Company, New York, will 
be distributed to 1,000 “first class” 
theaters through J. Walter Thomp- 
son Company, New York. 


Returns to ‘Parents’ 


Lee Friend, fashion advertising 
manager of Parents’ Magazine be- 
fore joining the armed forces two 
years ago, has returned as mer- 


chandising manager and assistant 
to the publisher. 


ICI Reelects Officers; 
Adds Two Directors 


Members of the Indoor Climate 
Institute, organization of heating, 
cooling and refrigeration equip- 
ment manufacturers, reelected 
Paul B. Zimmerman, Airtemp divi- 
sion, Chrysler Corporation, as 
president at the recent open forum 
in Detroit. 

Two new directors, Lyle C. 
Harvey, president, Bryant Heater 


Company, Cleveland, and J. P. 
McIihenny, sales manager, air 
conditioning and commercial re- 
frigeration divisions, General Elec- 
tric Company, were elected. 


Plan ‘Airman’‘s Almanac’ 


Airman’s Almanac, to contain 
512 pages of illustrations, facts, 
figures and records, will be pub- 
lished by Farrar & Rinehart, New 
York, available at news stands 
Feb. 15. The new annual will be 
edited by Francis Walton. Harold 
Ives, New York, has been ap- 
pointed advertising manager. 


A Newspaper 
EXTRA... 


Newspaper advertising is flexible— 


equally available for one message or 


many—readily adaptable to seasonal 


peaks and valleys—and newspaper 


markets are measurable in known 


units of purchased copies. 


In Chicago, the Herald-American’s 


leadership in the evening newspaper 


field is a mathematical fact. 


Chicage 
HERALD-AMERICAN 


EVENING AND SUNDAY 


Nationally Represented by HEARST ADVERTISING SERVICE 


Advertising Age, October 16, i944 


25 YEARS’ PETROLEUM PROGRESS SINCE PEARL HARBOR 


ATUAN TI 


wweekanen smvics .. 


PETRO-SOAP—First mention to the 
public by Atlantic Refining Co. of its 
Ultrawet soap, currently distributed ex- 
clusively to the armed forces, is made 
in this "G.l. Soap Opera” ad, one of 
the series Atlantic is placing twice 
weekly in 105 eastern newspapers. The 
“all-purpose” soap is one of the de- 
velopments of the company's research 
division and will be available to all 
after the war. N. W. Ayer & Son is 
the agency. 


Motorola Expands 
Ad Schedules for 
‘Coming’ Models 


Chicago, Oct. 10.—Pointing out 
that enlarged engineering and pro- 
duction facilities will enable the 
Galvin Mfg. Corporation to con- 
vert from war to peacetime pro- 
duction with a minimum of effort, 
Victor A. Irvine, advertising and 
sales promotion manager, has an- 
nounced an intense newspaper and 
radio advertising campaign for 
“coming” Motorola radios. 

Asserting that indications from 
Washington point to civilian pro- 
duction of radios soon after V-E 
Day, Mr. Irvine said, “It is time, 
therefore, that we tell the Ameri- 
can public, our distributors and 
their thousands of dealer custom- 
ers that Motorcla radio will be 
ready with new and improved 
models for home and car.” He 
said the first lines will include FM 
and AM models, consoles and 
automatic phonographs, AC - DC 
battery portables and the “Play- 
boy,” a midget portable. 

A spot newspaper schedule on 
a twice-a-week basis will be run, 
through October, November and 
December in 122 metropolitan 
newspapers. The regular Motor- 
ola schedule in magazines will 
continue in American Magazine, 
The American Weekly, Boy’s Life, 
Collier’s, Click, Country Gentle- 
man, Cosmopolitan, Esquire, For- 
tune, Liberty, Life, National Geo- 
graphic, Newsweek, Popular Me- 
chanics, This Week Magazine and 
The Saturday Evening Post. 

Agency for Motorola is Cour- 
fain-Cobb Advertising, Chicago. 


‘World Ports’ to S. A. 


World Ports Annual, yearly s| 
cial edition of World Ports, 
monthly published by Trafic 
World, Chicago, will be distributec 
this year to port officials and } 
supply companies in Mexico, Cer- 
tral and South America. 


— 


‘INDUSTRIAL Post-War BUILD!" ° 
will fotal 500 MILLIO!® 


| ANNUALLY... 


ARCHITECTURAL | 
MEN Who read 


Pencil Points 


The Magazine of Archire ctur® 
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During the first nine months of 1944, 
The New York Times published 7,074 columns 
(2,122,204 lines) more news than any other 


newspaper. 


In order to accomplish this presentation 
of news, since newsprint is limited, The Times 
during this period had to omit several millions 


of lines of advertising offered it for publication. 


Che New Pork Cimes 


“All the News That’s Fit to Print” 
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Hayes to Duane Jones 
Robert Hayes, formerly with 

Young & Rubicam, New York, has 

been named by Duane Jones Com- 


@ @ © the source of daily 
business news ... the pref- 
erence of management men 
@ @ @ in the greatest indus- 
trialarea—the central west. 


pany, New York, as account exec- 
utive for Sweets Company of 
America, Hoboken, maker of 
Tootsie V-M and Tootsie Rolls. 


Buente Forms Agency 


George P. Buente, assistant to 
the president of H. C. Bohack 
Company, Brooklyn, has resigned 
to form his own company, with 
offices at 509 Madison Ave., New 
York. The organization will spe- 
cialize in food accounts as well as 
* ra sold through food chan- 
nels, 


Roffman Resigns 


Richard H. Roffman is resigning 
Nov. 1 as director of public rela- 
tions, promotion and radio for 
Hillman Periodicals, New York. 
|He has not announced future 
| plans. 


WHOT, WHBU Join Blue 


WHOT, South Bend, Ind., and 
WHBU, Anderson, Ind., on Oct. 8 
joined the Blue Network as basic 
supplementary stations, bringing 
the network’s total to 196. WHOT, 
owned by South Bend Broadcast- 
ing Corporation, operates full time 
on 250 watts, 1490 kc., while 
WHBU, owned by Anderson 
Broadcasting Corporation, operates 
full time on 250 watts, 1240 kc. 


Jones Frankel Promotes 


Joseph M. Roeser, for eight 
years space buyer with Jones 
Frankel Company, Chicago, has 
been appointed account executive. 
He will be succeeded by Alice 
Jolivette. Frank Stark, formerly 
of Century Electrotype Company, 
has joined the agency as produc- 


| tion manager. 


Jack Benny Show 
Cancelled on CBC 
as Sustainer 


Toronto, Oct. 10. — Cancellation 
of the Jack Benny program on the 
CBC Trans-Canada network on a 
sustaining basis was announced 
following the Oct. 1 broadcast 
when CBC was advised that it 
would not be possible to eliminate 


‘| commercials from the show. 


As originally planned, Lucky 
Strike cigaret promotion on the 
NBC network in the United States 
was to be substituted with war 
effort messages on the Canadian 
network. Such arrangements had 
been made while Benny was en- 
tertaining troops in the Pacific war 
zone, pending final decision on his 
return, E. L. Bushell, program di- 


CON 


LAUNDERS 
WAVES’ 


PANTIES | 


VICT 


At the Rhode Island state prison, the 
inmates resole some 300 pairs of shoes 
every week for the Navy. In the Badger 
State, convicts do the laundry for the 
Waves who are taking study courses at 
the University of Wisconsin. 


* * * * * 


When a married man disappears, de- 
tectives look first at his business affairs. 
If these are in good order, they then 
take a look at his wife. 


7 * * * * 


O’Henry, famous short-story writer, 
served three years and three months in 
the old Federal Penitentiary at Colum- 
bus, Ohio. For this reason he is a top 
favorite today with readers and would- 
be writers in American prisons, 


* * * * * 


British poultry thieves are getting the 
bird from Scotland Yard. They are mad 
as wet hens over new tests devised to 
trip up suspicious persons who have 
handled fowl. The microscope tells the 
difference between even infinitesimal 
particles of the feathers of partridge, 
pheasant, turkey, ducks and geese. ““Fow! 
play!” cry the crooks. 


Few of the millions who have been 


thrilled and chilled by the monster 
“Frankenstein” realize that the fictional 
character was originally the brain-child 
of a girl still in her teens—Mary Woll- 
stonecraft Godwin, wife No. 2 of the 
celebrated poet, Percy Bysshe Shelley. 


* * * * 


In North Dakota and Rhode Island, the 
stiffest sentence a man can get for kill- 
ing his wife is life imprisonment—but 
let him subsequently slay a fellow mur- 
derer, and he is hanged by the neck 
until dead. 


* * * * * 


The foregoing paragraphs are culled 
from “Nothing But the Truth’, a 
monthly column in a magazine of the 
Dell Detective Group. This column, de- 
voted to oddities in the world of crime, 
appeals strongly to the 3,000,000 read- 
ers of the Dell Detective Group, whose 
hobby is the technique of crime detec- 
tion and law enforcement. 


This hobby interest cuts across all age 
and income levels, and gives the Dell 
Detective Group a readership that is a 
cross-section of the urban male popula- 
tion of the nation. This market—3,000,- 
000 strong—is packed with active pros- 
pects for almost every product with 
man-appeal. Give this market an appro- 
priate place on your 1945 schedule! 


World's largest publisher 
Agatha Christie, Rex Stor 


it. 


ot 


Helen Reilly, Carter Dixon, Ellery Queen and other noted 


fact-detective magazines—and detective mystery books, 


DELL DETECTIVE GROUP 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N. Y. 


featuring 


writers 


—,, 
oem, 


Advertising Age, October | 


rector for CBC, reported, 

The cancellation was agreeg ,, 
mutually when Benny «4, : 
that he could not commit himy 
to a guarantee that there jj) ;, 
no mention of the product in +, 
body of the program. - 

Meanwhile, the Sunday perp, 
7-7.30 p. m., EDT, will be fillog | 
the CBC sustaining musica) p»,. 
gram, “Serenade for Strino. 
which was heard at this time diy. 
ing the summer. 


Step Up Fall Drive 
for Scott’s Emulsion 


Page advertisements have be, 
placed in the New York Journg). 
American and the Chicago Heraij. 
American as the opening guy 
an accelerated fall and wint 
newspaper, magazine and rad 
drive for Scott’s Emulsion, pro¢. 
uct of Scott & Bowne, Bloomfie! 
N. J. More than 900,000,000 : 
messages have been scheduled f 
the campaign, which will use ar. 
proximately 15 magazines. Sp 
radio and participation progran 
in various metropolitan cities wi) 
also be employed. Atherton 
Currier, Inc. New York, i. 
handling the account. 


j= 
ALBANY r} 


ALBANY 


A MARKET OF VALUE AND 
DISTINCTION 


Government — Industry 
and Agriculture all contribute to 
the soundness of its economic sta- 


bility. 


MERCHANDISE 
OF VALUE AND DISTINCTION 


is the stock in trade of this Albany store 
(Fourth KEYHOLE CLOSE-UP of an 
Albany Business firm.) 


DAVID'S—One of Albany's best Womens 
Specialty shops. This 8-store New Yor 
and Ohio chain developed from the 
original Albany store founded 40 yeers 
ago. It is managed by Mr. O. C. Bren: 
ner, a native Albanian, who is most a& 
tive in the Merchants Bureau and the 
Chamber of Commerce. David's carries 
the exclusive franchise for |. Mille shoes 
in the Albany area. 


In 1943 David's placed 104,000 !ines o 
advertising in the daily and Sunday 
TIMES-UNION, over 30% more than 
they used in the other paper. 


Albany women read the TIMES-U! ON 

| Albany merchants know that ady 3 
in its columns, directed to these 
delivers 


| *COVERAGE 
*ACCEPTANCE 
*ECONOMY 
# R 


Wbany 
IMéS-UNI¢ 
| DAILY and SUNDAY | 
A HEARST NEWSPA! 
Represented Nationald, 


HEARST 
ADVERTISING SERVICE 
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The Hearst Papers stand for 


Americanism and Genuine Democracy 


Some un-American disturbers and malcontents, 
advocates of Communism or Fascism or some 
other form of foreign despotism, are agitating 
for the boycott of the Hearst papers, because of 
our militant Americanism. 


We thank them for the compliment to the patriotism of 
our publications, and want to aid them in their dull-minded 
endeavor to publicize our American principles. 


We state here, with all the force and frankness possible, 
our unalterable policies, so that those who desire to agitate 
against our principles and our publications may have ample 
material for their crusade. 


The Hearst papers are American papers published 
for the American people. 


They support the American system of government, 
the American Constitution, American institutions and 
American ideals. 


They labor to maintain the American standard of living. 


They are opposed to the various forms of tyranny which 
our American forefathers came to this country to avoid. 


They are in favor of American independence, American 
rights and liberties, free speech, free assembly, freedom of 
thought and action, and freedom of the press. 


They are advocates of rugged individualism, and of the 
industrial independence and enterprise which have made our 
country the richest and greatest in the world. 


They are opposed to paternalism in government. 


They believe with Thomas Jefferson that the least 
governed country is the best governed country, par- 
ticularly in view of recent political experiments, which 
have done nothing but prove that the most governed 
country is the worst governed country. 


They are opposed to Communism, Fascism or any form 
of despotism. 


They are opposed to intolerance, as well as to fanaticism. 


This Editorial was written by 


They are opposed to race prejudice and to class conflict. 


They believe in opportunity for all and equality before 
the law. 


They believe in the capitalistic system, so-called, which 
is the only practical economic system of proven worth and 
with adequate reward for merit. 


They believe in compensation in proportion to serv- 
ice rendered, and in no limit to the extent of the com- 
pensation if the extent of the service is equally great. 


They believe in the creation of wealth through industry 
and the distribution of wealth in wages. 


They believe that the attempt to distribute wealth through 
theft is not only disastrous morally but economically, and 
means the ruination of industry and the destruction of all 
possible prosperity. 


They are opposed to any form of politics and eco- 
nomics which endeavor to grade down the most pros- 
perous to the level of the lowest; and they believe 
ardently in the American system of politics and eco- 
nomics which for a century and a half has successfully 
raised the lower strata to a nearer level with the upper. 


They believe in deportation of alien cranks and criminals, 
particularly those who came to this country to find freedom 
of speech and remained to abuse it; who came to this country 
to gain the liberties which they are unable intelligently to 
understand and enjoy; who came to this country to find pros- 
perity and who are trying to create in this country the con- 
ditions which have brought adversity to other lands. 


They are opposed to government by any clique or class. 


They believe in genuine democracy, the rule of the 
majority. 


They believe that America should be for Americans and 
that Americans should be for America. 


Those who do not approve of these policies would 
better not take these papers, because these are the 
policies which will be adhered to as long as these papers 
are published. 


QV AN a 


‘ Publisher 


William Randolph Hearst APRIL 21, 1935 
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20 
McCarty Heads ‘News’ 


C. W. McCarty has been elected | 
president and general manager of 
the Indianapolis News, filling a 
vacancy left by the late Richard 
M. Fairbanks. Mr. McCarty has} 


| managing editor, assistant general 
manager and executive editor. 


Sugrue to Hearst 


J. Leo Sugrue, with Hearst 
Newspapers since 1925, has joined 


serving successively as city editor, |tising Service at Detroit. 


an 


NORTHWESTERN 


FIC Orders Arden 


to Offer Stores 


been with the News for 30 years,| the selling staff of Hearst Adver- | 


Equal Services 


Washington, Oct. 10.—The FTC 
further defined its position on tie- 
in promotion arrangements last 
week by ordering Elizabeth Arden, 
Inc., and Elizabeth Arden Sales 
Corporation to overhaul existing 
arrangements under which sales 
girls and demonstrators have been 
made available to less than 200 
of nearly 3,000 stores handling the 
Elizabeth Arden line of cosmetics. 

Weakness of the Arden arrange- 
ment, according to the Commis- 
sion, centers in a finding that the 
firm did not generally inform its 
customers that the 
provided, and that even when such 
notice circulated, the terms which 


service was|9). 


Advertising Age, October 


Elizabeth Arden required auto-|Commission concluded { 
matically eliminated large num-| firm actually had no defin 
bers of the 750 department stores,| requirements which qu 
25 specialty shops and 2,250 drug|store for special assistan ts 
stores that market the product. trained sales girls. In its 4). 

Under the Robinson - Patman | to maintain the prestige 
Act, the Commission explained, a| Elizabeth Arden line, it vide 
firm is free to decide what induce- | 125 fully paid sale girls to (ort, 
ments it wishes to offer for the| customers, and 80 partia De 
sale of its products, but once the| girls to others. 
decision is made, it is bound to On the basis of individ ‘ 
provide these advantages to all|ramugements these girls y as. 
customers on proportionately |signed to stores, “relievi: he 
equal terms. In its finding the} of all or part of the salary «; ; 
Commission warned: “The statute | sales person needed to sel! Arq 
does not permit a seiler to so tailor| products.” Under such arra 
his terms as to favor a particular | ments, and similar ones with ot} 
customer or group of customers.” | cosmetic firms, it is not unusy 
|for a large store to have a th; 

Celanese System Hit of its cosmetic sales staff paid 

Equal treatment of all custom-|™anufacturers, the Commissiaff 
ers was stressed in a similar case|S@#4. For instance, the Commi. 
last week when the FTC acted| Sion said that Saks- Fifth Aveny 
against a tie-in advertising rebate | New York, had 40 sales girls 4 
system adopted by the Celanese | its cosmetics department, all p: 
Corporation of America (AA, Oct. 


iby various manufacturers and ; 

the store, and Abraham 
_ Strauss, New York, had 33, or 
| two of whom are paid by the stor 


Arrangements Many 


During its investigations of Eliz- 
abeth Arden’s arrangements, the 


“Dull life? .. . On a farm? Gee— 
where did you ever get that idea? Every day is 
full, and all of em are different! . . . This Spring 
our young apple trees blossomed for the first time. 
Thirty acres in soy beans for the first time, 
too... Jane’s vegetables won two blues at the 
Fair last Fall. She canned over 500 quarts! 


And she’s running the Forum this season... 


Our light truck and a C card gets us to town three times a week . . 


. Johnny is 


raising his first hog for the 4-H competition, and little Sissie tends her own Buff 


Orpingtons, saves the egg money to buy a bicycle. . 


. If the frost holds off long 


enough this fall, I plan to dam our stream, have a swimming hole and fish pond 


next year. 


. . This place is all ours, and all of it interests us a lot. 


99 


The two-decade agricultural revolution has made farming a more exciting occupation 


as well as a more profitable business . 


New ideas and improved products, 


new techniques and methods, new efficiency with mechanized aids, have put 


more kinds of eggs in more kinds of baskets, found more diversified sources of 


continuing cash income, larger total incomes... 


+. 


class” 


Vv 


. reaches 47° 


States, 


SUCCESSFUL FARMING, 


New York and Pennsylvania . . 


sales and profits in the national market... 


and a margin of income over 

expense that makes successful farmers the best 

market in the world today! ... 

SuccessFuL FarminG is part of the revolution, part of 
the country, part of the farm family and its thinking 


of farm homes in the 13 Heart 


. Serves asa 


major medium to the largest potential of new 


Worth 


any advertiser’s immediate attention... 


Des Moines, 


New York, 


Atlanta, Chicago, San Francisco, Los Angeles. 


In making arrangements, Eliz: 
beth Arden expected, among oth: 
things, that the customer carry 
“representative line of Elizabet 
Arden products;” provide displa 
counters prominently located an 
devoted exclusively to the line 
advertise Arden cosmetics at least 
once or twice a month, Arden 
sharing a portion of the cost; pro- 
vide window displays, and tie ir 
Arden products with fashior 
shows. 

Another section of the complaint 
charging price discrimination was 
dismissed without prejudice to the 
right of the FTC to press furthe: 
proceeding. 


Cliff Lawrence Retires 


Cliff E. Lawrence, industria 
copy chief in the Pittsburgh office 
of Batten, Barton, Durstine & Os- 
born, and account executive or 
U. S. Steel Corporation, New York 
and Hagan Corporation, Pitts- 
burgh, retired Oct. 1, and wil 
make his permanent residence ir 
Florida. 


cht 
SALT LAKE 
MARKET 
ae 


Utah has one of the high- 
est per capita ratings 43 
a radio listening market 


JOHN BLAIR & CO. 
National Representative 


ee ae 
oe } : 
ae a | q 
DVERTISE IN 
# i =e i 
: y 
f 
| | 
meee RR 
es 
| 
} 
| 
‘ . - . ¥ } 
a Sia « - i | | 
2S ial , - = | 
; PO. oF | 
: ff D 5 AYE ee ae ‘\ 3 , , 
eae ~~) A i We, ay es 
ae : ay i x Pay 4 /§ ‘28, G Ss te iS SS | 
: a : ies : ‘ Zz ber _ pigaas wy 
7 me £ ie - -) Ses te ) =‘) 
és bea se ee » a 
e = i So ld ~ HH : -. “ | ; 
wae OE Fe MRS Z 
i bs : i,» ; ¥ “ee s: a 5 
- a a led, A, ha é ‘s 8 j % : i ey S' + = 
on i ae 4 4 #4 ; 7 ds be ~ * r “ 5 
nn — ; / Oa SR o> ’ 
i Sin) Beem 
es vw | 
eee 
TT | 
7 ES — al 
x a i Soe sat 
ee pees ee 3 Ciny MF $ 
ae. q é 
or , = . 5 ey / 
™ yt fe y 
4 — - 
Pi we ie o 
. e “} ee 
- - a ) <4 ‘a « * ee, f 
a } Fa 
Ries Py 4 
cn We ; ‘ . 
TA yyy Ting a i 
ee uUTAY 
| ay ; | 1 A1)0 \ ae 
iis, 4 - <p ee | , 
| a 
a 7 i . ; : : z : . " “" . : re . 


} Zrls 
, all pa 
Ss and ry 
faham 

33 on 
the stor 


ny 


ts, Elizz. 
Ing othe 
4 Carry 
Elizabet 
2 displa 
ated an 
the line 
s at least 
1, Arden 
Ost; pro- 
id tie ir 
ash lor 


‘omplaint 
ition was 
ice to the 
s further 


ires 
ndustria 


. «» HARRY L. HOPKINS, THE PRESIDENT’S 
Pace RIGHT-HAND MAN, PENS A PROVOCATIVE 


utive o1 


ew York PRESCRIPTION FOR A POVERTY - PROOF 


, 


and wil 


Mence it AMERICA THAT’S ““REQUIRED’” READING, 
ates IN THE NOVEMBER ISSUE OF THE AMERICAN 
MAGAZINE, NOW ON THE NEWSSTANDS 


®@ “If we can build planes, tanks, ships, and 3. Stimulate buying power by increasing mini- 


guns to wage successful war against the peng eg and lifting taxes from those who —— NATION wa 
foreign enemy, why,” asks Mr. Hopkins, Carn 1esst, a. 
“can’t we produce houses, automobiles, 4. Replace all antiquated industrial tools with 


new, up-to-date equipment. 


clothing, food, medical care, and other ser- 
vices to defeat the domestic enemy, unem- 5. Continue Government spending only when 2 
Government spending is needed to supple- PRO or CON? 


ployment and its dangerous consequences?” 
ment private enterprise. 


‘ ; ; L th i Octob issue, The 
In answer to this question, Mr. Hopkins a eee oe are eee 


; 6. Provide more benefits for more people under American Magazine featured an article 

proposes a seven-point platform: social security. entitled, ARE WE READY FOR VICTORY?, 
, by Republican Representative Charles S. 

7. Develop foreign markets for our goods. Dewey, of Illinois, in which this G.OP. 


1. Preserve America’s free enterprise, or com- ; 
p , : ; 
economic expert and business authority 


petitive system, to assure jobs and a decent These measures, Mr. Hopkins believes, will ctaien the Mba i tiles 
standard of living after victory. enable us to prevent joblessness, depres- produce a practical plan for peace, and 
2. Expand industry by removing excess profit sion, and poverty, and thus serve to pro- offered a world-wide program of his own. 


taxes, to attract risk capital and business. mote a higher standard of living for us all. 


\menicall 


CLULME 


In our November issue we accent Harry 
L. Hopkins’ prescription for post-war 
America, a seven-point platform that, com- 
ing from the President’s right-hand man, 
should prove an accurate reflection of the 
Administration’s plan for peace and plenty. 


Thus, true to our editorial policy, we pre- 
sent both sides to a question of vital inter- 


est to people who give a damn, in the belief 
that the best life insurance for America is 
a well-informed electorate. 


Share your American Magazine, then save it i Bie 
for the Government's waste paper drive ae ' 


j 
/ 
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Islanders Read 
Those Ronson Ads 


To the Editor: Truth parallel to 
a copywriter’s imagination seems 
amply demonstrated by the en- 
closed reprints. The Ronson lighter 
accessories ad, which appeared 
last year in Life, Collier’s and 
other national publications, 
showed an American soldier 
speaking in pigeon English to a 
native South Sea islander who re- 
plies in perfect English about the 
virtues of Ronson fluid. 

Along comes Sgt. Bill Allen’s 
recent AP story describing the 
identical experience of a Marine 
“somewhere in the South Pacific” 
who seeks to impress the fuzzy- 
wuzzy in words of one syllable 
about his modern cigaret lighter. 
Our young leatherneck was prac- 
tically floored when the island 
chief observes, “your lighter is un- 


ke 
yee 


This department is a reader’s forum. Letters are welcome. 


doubtedly out of fluid.” 
It looks like the islanders have 
been reading our ads. 
Jack Ross, 
Ronson Public Relations 
Counsel, Hal A. Salzman As- 
sociates, New York. 


Asks Careful Handling 
of Television Problems 


To the Editor: Rarely if ever 
have I publicly voiced my opinion 
of the advertising that passes my 
eye. But here is something that 
stopped me cold. It is an adver- 
tisement of the National Broad- 
casting Company which appeared 
in the Sept. 2 Saturday Evening 
Post. 

Get me right—I am not criticiz- 
ing this ad as a bad job. I am 
not picking on it because its spon- 
sor is a competitor of the printed 
page. But it did stop me because 
I believe it contains an error 


which introduced to my mind an 
entire new line of thought. 

I am one of the masses who is a 
Fibber and Molly fan. They have 
given me and my family many a 
half hour of escape from the usual 
humdrum of life. I can still laugh 


when Fibber opens the closet door, 


which has been shut since the last 
time he shoveled all the junk back 
in and quickly closed the door. 

Now we Fibber and Molly fol- 
lowers know that the famous 
closet is probably what we refer 
to as the front hall closet. At 
least, it’s in the vicinity of the Mc- 
Gee’s living room wherein the ac- 
tion takes place just preceding the 
rackety climax. But in the in- 
ferred telecast illustration, the 
advertiser, who also conducts the 
medium in this case, saw fit to 
stage the closet as one adjoining a 
bedroom (Note chest of drawers 
with dresser lamp on it). 

I don’t mean to be picayunish 


me 
} 
8 
a 
; 
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CHICKEN MONEY pays for 
these Fine Feathers 


Here's where many a famous dress designer 
comes up against some of lowa’s amazing 
facts of life! Here's what happens to the eoo 
money — the hog money — the corn money— 
that springs from lowa’s rich, black farm 
land. It’s spent in URBAN lowa—on better 


frocks, top érade cosmetics, fancier groceries, 


higher quality 


to the tune of more than three quarters 


. . * ~ 
home furnishings. Spent 


A STATE-WIDE 


of a billion a year in retail sales alone! 
Yes, urban lowa rates as one of America’s 


Top 20 cities . 


. . because The Des Moines 


Register and Tribune covers urban lowa. 
Packages it... ties towns and cities together 
into one compact, profitable market... delivers 
state-wide coverage of your best prospects. 
Put this urban gold mine high on your list— 


for today and for the postwar years to come! 


Metropolitan lowa- 
by LHE DES MOINES REGISTER ann [TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


about such a discrepancy, but a 
mental picture which I had formed 
and had kept as part of my imagi- 
nation for years was suddenly 
shattered and I felt let down. At 
this point the huge responsibilities 
that will accompany the arrival of 
television into the American home 


commenced to dawn on me. Im- 


to give way to visual depiction. 


by sound has been, in many cases, 
an offensive intrusion 
homes. This medium and motion 
pictures are without question im- 
portant elements in molding the 


our children. Both have failed 
miserably to inject common ethics 
or basic morals into their upbring- 


ing. 

Which brings us right back 
where we started. Radio is soon 
to undergo a great metamorphosis. 
Can it emerge as a boon to man- 
kind? Through entertainment will 
it add to the human intellect or 
will it encourage a further descent 
into moronism? Will it impress 
the growing mind with ideas and 
conceptions that will result in a 
healthy adult mentality? Or will 
it present visually by mirrors, as 
it were, extravagant claims and 
misleading statements that have 
been so peculiar to a certain class 
of radio programs? 

Television will be supported by 
advertising. This places the re- 
sponsibility of the entire project 
and its results in the lap of the ad- 
vertising industry. But the term 
“advertising industry” is loose. It 
is composed of general advertising 
agencies and radio agencies good, 
bad and indifferent; advertising 
departments of all descriptions; 
and various media, artists, print- 
ers, typesetters, engravers and 
electrotypers ad infinitum. There 
is no definite place here on which 
to nail firmly such a_ responsi- 
bility. 

No, it will require a representa- 
tive group of careful selection, 
and I don’t mean out of govern- 
ment. I mean men and women 
who have carved their niche in 
the advertising profession and have 
earned the admiration and respect 


agination and illusion were about 


It is rather a recognized fact 
that radio through entertainment 


into our| Asks N. Y. Address 


Advertising Age, October 16. 1944 


which would qualify them ¢ 
such an appointment. 

No one questions the imp: rtant 
part imagination plays in the re. 
sponse to advertising. This is try, 
of the printed advertisement 4. 
well as the radio appeal. As t), 
reader studies the illustration ¢ 
a product in its inanimate mystey, 
his imagination and curiosity ay, 
aroused and he is prompted to jp. 
vestigate. This places him in th» 
hands of the salesman, which j 
all advertising asks. 

The radio commercial stimy. 
lates in a like manner. But it , 
a psychological fact that anticipa. 
tion furnishes more emotiong| 
pleasure than actual fulfillment, 

But television, unless deftly an; 
‘ubtly handled, will resemble th, 
sidewalk touter who would ge! 
you the new miracle potato peele; 
Yes, seeing is believing which ca, 
decide the prospective buyer { 
conclude, “I see and I believe | 
don’t want any!” 

T. D. Hutcuincs. 

Collins, Miller & Hutchings. 

Inc., Chicago. 


Or 


To the Editor: On the first pag, 
of your Sept. 25 issue you tel 


attitudes and mental structures of} about Brand Names Research 


Foundation, New York, and its 
new booklet. Would you mind 
giving us the address of this 
foundation so we can ask for one 
of the booklets? 

D. C. WHITTINGHILL, 

Manager, Sales Research, Hood 

Rubber Company, Watertown, 

Mass. 

[Editor’s Note: The address of 
the Brand Names Research 
Youndation is 420 Lexington Ave. 
New York 17, N. Y.] 


Asks Advertising to 
Help Improve Morals 


To the Editor: In your editorial 
entitled “Why the VD Campaign 
Failed,” you imply that those who 
opposed this program belong to 
the dark ages mentally. My under- 
standing was that opposition was 
mainly caused by the failure of 
the copy to approach the subject 
from a moral as well as a hygienic 
standpoint. 

While I don’t feel that a hush- 
hush attitude is sensible, I don’t 
believe it to be a proper subject 
for ballyhoo. Everyone who has 
had religious and moral training 
knows that sex promiscuity is for- 
bidden by the law of God and 
nature. The whole tenor of the 
copy I saw seemed to be “every- 
body’s doing it, so let’s be careful 
to avoid VD or if we get caught, 
let’s know how easy it is to get 
a quick cure, so we can go right 
ahead and follow our old habits.” 

I resent this approach, and 
would like to say that the Metro- 


RES 


11 topnotch 


can add to y 


reading and 
this unusual 


Published 


You can get results with any talk, 
get more sales for the company, cre- 
ate cooperation among employees, fire 
your audience with an ideal Strip- 
ping the nonessentials from the art of 
public speaking, this book explains 
the ‘‘C-I-M-A" formula, the 4 simple, 
commonsense fundamentals of effec- 
tive speaking, and shows how to gain 
attention and interest, and how to 
turn it into action 


Besides presenting many successful 
speeches by some of America’s busi- 
ness leaders who have used C-I-M-A, 
the author gives 25 direct, practical 
hints to speakers, showing how to be- 
gin with a bang. how to hold atten- 


| tion all the way through. how to close 


with maximum effect. 

Examine this book 10 days on ap- 
proval. See how easy it is to master 
the 4 essential fundamentals of effec- 


| tive speaking that will put over any 
| kind of public talk. 


ULTS 


from your TALK 


How to interest, convince 
and move people to action 


A new, dynamic method of orjanizing and pre 
senting a talk—developed and proved by an out 
standing coach of effective speakers. Includes 


business speeches. Use this book 


make your platform appearances win you encores 


No matter what your business or profession, yo" 


‘our ability to address groups, and té 


Just deal with individuals through the sjoken wor, »Y 


trying the vital, practical hints which 
book contains, 


SPEAK WELL —and Win 


By WILLIAM P. SANDFORD 
Director of Sales Training for the , 
Agricultural Association and sut a 
companies. 

169 pages, 15 illustrations, & charts, °° 


McGRAW-HILL EXAMINATION CO \POM 


w 


McGraw-Hill Book Co. 


I 330 W. 42nd St., New York 18 ae 

| Send me Sandford’'s Speak Well—ahd W mf 
10 days’ exam nation on approval In 10 

! will send $2.00 plus few cents postage, or 

i book postpaid. (Postage paid on cash ¢ 

1 Name 

r Address 

i City and State 

i Position 
Company 

1 Age.' li 

i Books sent on approval in U. S. om 
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. anlitan Life never used this means | Brubaker, western sales manager . | . 
em for pol 0 ee its messages on this|for Carnation, will succeed Mr. FGSGR Appointed eee Kem to P. I. Ross Buschman Appointed 
; Se ies Wilkinson. banal ae ms | tx0SS, Cieve-| Kem Mfg. Company, New York,| W. A. Buschman, formerly of 
nportant subje . are many other worthy and, has been appointed to direct 


maker of starting, lighting and| Rock Products and Pit and Quarry, 
ignition parts for the automotive} Chicago, has been named Chicago 
industry, has named Philip I. Ross|sales representative for Business 
Company, New York, to handle| Publishers International Corpora- 


advertising and merchandising of 
American Greeting Publishers, 
Cleveland greeting card manufac. 


bi re. aatters the Advertising Council| Henderson Promoted by 
1S true ame »romote, including a cam- 


Ment a JMC ee our moral standards | Weatherhead Company 


Pind coed cchureh , attendance and L. J. Henderson, assistant man- turer. trade and export advertising. tion, New York. 
rctor, Amora: and ethical practices in Our) ager of the aviation sales division 
a y — won y-day lives. Such a campaign|of the Weatherhead Company, Bonus to Anfenger 


4 do much more in the long 


1d to j wou! : Cleveland, has been appointed Bonus Products Company, St. = * K 
$s th frun to lay a firm foundation for| assistant general sales manager. | Louis, has appointed Anfenger Ad- CHURCH PROPERTY ADMINISTRATION 
vhich i fqpa decent America for our children|/Gene P. Robers, Weatherhead’s|vertising Agency, St. Louis, to Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
*Bjand all future generations. advertising manager since 1942,| handle advertising of its Bonus to the Design, Construction, Maintenance and Furnishing of 
stimu. | suggest, if this campaign is re-| has been promoted to sales promo-| chocolate syrup. Cliff W. Au- Catholic churches, schools and institutional buildings. 
But it j vamped that “scare copy” in comic | tion manager. buchon is account executive. 
inticipa. aEsttip form be used to show the 
tionalfmpossible outcome of promiscuity, 
Iment (ggjust as certain products now ad- 
ftly ang vertise that social ostracism may 
able the fame the penalty of b.o., bad breath, | PR CHAN 2.0 JER 
hich car Merrick, Long Island, N. Y. : : e Bis: 
= Hogs IN WAR "EN PEACE | 
lieve |[Hens and Hogs : 
To the Editor: Here is another . 
NGS, example for you of coincidence in 
shings, S.dvertising thought. 
Attached is reprint folder of 
three advertisements from our cur- 
rent business paper campaign, one 
irst page ®! which compares poultry and egg 
you ro income to hogs. The headline is 
searchMe zens Crowd Hogs in Farmer’s 
‘é “ Ch income.” That particular ad ap- 
og ming Breared in ADVERTISING AGE on 
. Me May 22. 
: this Tm also enclosing clipping from 
or one, country weekly newspaper in 
cILL Virginia. Notice the ad of Appa- 
Ho. lachian Electric Power Company 
» Hood with the headline, “Hens As Big As 
rtown, Hogs?” This particular ad ap- 
— eared early in July. 
Gress of’ More and more people are 
search Mocking up to the tremendous im- 
on Ave., BM ortance of the poultry industry. 
LESLIE A. WATT, 
Assistant Publisher, Poultry 
Tribune, Mount Morris, Il. 
Is —— 
editoria) @ Williams Appointed V. P. 
ampaign Lewis M. Williams, associated 
ose who with Gebhardt & Brockson, Chi- 
slong to cago, since 1942, has been elected 
y under- Ba vice-president of the agency. He 
tion was was formerly with Williams & 
jilure of #Cunnyngham and a vice-president 
eee of The Buchen Company, Chicago. . a ae 
ygienic NG 
re Oklahoma City Will Be Geared to ‘‘Go 
a nush- 
I don’t @eeeeeeeeeeeeeeney 
subject * In Peace As In War _ 
who has : 
training 
“18 EXPANSION 
rae be Oklahoma’s soil and rain and sun will work pounds. The surplus was 128,500,000 gallons... ak 
“every- i IBERTY, cradled in just as hard producing crops tomorrow as today. enough to supply 1,713,000 soldiers with 75 gal- a. . 
. oe F Boston, has spread But the yield per acre will be greater. lons of milk per man. Yet postwar abundance io 
s ee ; all over the United Peacetime availability of manpower and _ of labor and feed could increase this volume! 
a ' statee One, § oT. labor-saving machinery will enable farmers to What Oklahoma has accomplished in an 
ch, and ene One 6 NE lift production records beyond the peaks estab- economy geared to war is a dramatic demon- 
> Metro- 17 years, the leadership P 


and influence of The 
Herald-Traveler have 
done the same thing. 


§ It has for more than 
ten consecutive years 
been in that select and 


lished, and maintained, to help win the war. 

This year’s bumper wheat crop of 85,414,- 
000 bushels supplied a surplus sufficient to pro- 
vide a loaf of bread per day for 365 days for 
8,984,000 soldiers . . . but postwar production 
machinery could better this record! 


stration of what you can expect of Oklahoma 
in peace. Farmers have reaped the financial 
rewards of pressure production, and they'll want 
to perpetuate their purchasing power. There 
will be no let-down in their efforts to meet the 
pent-up, incredible demands for food and fiber 


vince limited company of The 1944 cotton crop of 750,000 bales pro- that will be voiced by a reconstructing world. 

ction great newspapers, vided a big enough surplus to supply 2,856,000 Which is just another link in the long chain 
which are a “must” in soldiers with 50 pounds per man... but im- of economic factors that assures Oklahoma a 

and pre: national appropria- proved postwar growing and picking facilities continuance of the lush prosperity incident to 

a a tions. could spiral this yield! war. If you’re seeking vigorous, able-to-buy lo- 

| book t a Dairy production in the state was a startling calities to sell postwar products, make sure that 

ga ) Always first in Boston two billion, six hundred ninety-three million Oklahoma City is on your preferred list! 

sion, you and always up among 

s, and te the five leaders in 

paged America as a whole. 


fin! 


Always First in Boston 
Oiten First in America 
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Question Wisdom of Airlines’ 
Promotional Advertising Now 

Washington, Oct. 12.—It may be 
out of our field, but we want to 
record here that widely traveled 
Washingtonians view with con- 
siderable scepticism the wisdom of 
airlines engaging in promotional 
advertising in the face of protests 
from the ODT. 

Both the operators and the Civil 
Aeronautics Board are cold to 
pleas that they threaten success of 
the entire “Don’t Travel’ cam- 
paign. CAB insists it has no juris- 
diction in the squabble, and the 
operators contend that unlike the 
railroads, planes are no longer 
overcrowded on many runs. 

It is difficult to square this argu- 
ment with a recent CAB report 
which shows that despite the in- 
crease in planes for non-military 
use, the seat situation is no better. 
Far from flying half empty, air- 
lines sold 91.52% of their seats to 
revenue passengers in July, com- 
pared with 91.06% for the same 
month last year. 

We have reports of empty air- 
plane seats, just as we hear of 
empty coaches. Yet it will be a 
long time before many people for- 
get a recent article by Marquis 
Child, whose nationally syndicated 
column recounted the pathos of 
non-priority passengers in a Dal- 
las waiting room. Such copy may 
nullify promotion copy, and such 
experiences are likely to sour 
people on air travel. 

4 * + 

Journeymen: When it comes to 
taxing where it hurts, our British 
cousins need no lessons, a new 
Treasury report shows. For in- 
stance, admission taxes on movie 
tickets run up to 100%, and where 


By STANLEY E. COHEN, Washington Editer 
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an American pays a 6c tax on a 
32c ticket, a Britisher would pay 
21%c. Cigarets in Britain are 
clipped 27%c per pack of 20; 
gasoline, 124%c a gallon. Beer, the 
poor man’s drink, is taxed $28.39 a 
gallon, compared with $8 here, 
and distilled spirits $23, contrasted 
with $9 in the United States. Other 
items taxed in Britain are tea, 
coffee, cocoa, table water and life 
insurance. 

It’s not all one sided though. 
The Britisher, for instance, has no 
20% cabaret tax, nor does he ab- 
sorb a 10% tax on the manufac- 
turer’s price for electric, gas and 
oil, household appliances, of 20% 
on furs, jewelry, luggage and toilet 
preparations. 

oa * * 

Ruling: WPB has now decided 
that firms that are building models 
of their postwar product under PR 
23, one of Nelson’s four rgcon- 
version orders, may print pictures 
and descriptions of these products 
without violating the “no promo- 
tion” clause. Though the original 
models may not be exhibited at 
trade shows, or privately, pictures 
and descriptions of them may be 
printed in ads or on panels so 
long as no price or date of deliv- 
ery is mentioned. Eagle Eye: FTC 
investigators pop up everywhere. 
One of their most recent exposes, 
for instance, involves an outfit 
named “Satis-Factory Shoe Co.” 
That name, FTC says, menaces the 
integrity of the word “Factory.” 
Signs - of - the - times: WPB has 
dropped its controls over the 


manufacture and sale of blackout | 
and dim-out lighting fixtures, not- | 
ing that production of these items | 


has stopped anyway. 
* * 


Smokes: For the usual reasons, 
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POSTWAR PLANS FOR 
THE AVIATION SOUTH 
ARE EXPANDING RAPIDLY 
...REACH THIS DOMI- 
NANT MARKET THROUGH 
SOUTHERN FLIGHT. 
Readership that Counts! 


The Aviation South leads America 


today in activity and looms as the 


postwar projects. 


Sell this dominant market through 
SOUTHERN FLIGHT. 


*SOUTHERN FLIGHT is the accepted authority in the 
Aviation South. Edited and published by a personnel 
devoting their full time to covering and encouraging 
every phase of aviation 


Complete, Authoritative, Preferred Readership 


recees semas or cessseavion 


|cigarets will continue scarce dur- 
|ing the war, but it is encouraging 
ito report that the postwar short- 
age, which was to result from de- 
|pletion of tobacco reserves, may 
not materialize. Crop of flue- 
|cured and burley tobacco was so 
|good in 1944, that the industry is 
|well along toward restoring de- 
{pleted inventories. Soap: Brand 
|name soaps are still having diffi- 
culties, although toilet soaps, ex- 
cept for a few brands, are in good 
supply now. Laundry soaps of 
|}almost all brands, and flakes and 
granules are scarce. Yellow laun- 
dry soaps will be more scarce than 
ever for the next six months, as 
the Army has tripled its require- 
ments. 
co * ok 

Bonanza: The zipper famine is 
definitely ended, now that the 
Army has turned back 10,000,000 
of them to the original manufac- 
turers, through Treasury Procure- 
ment. In announcing the deal, 
| Treasury points out that this is a 
typical example of the plan the 
government hopes to use in han- 
dling brand name goods. Ranging 
from 4 to 108 inches in length, the 
zippers will be reprocessed for 
civilian use, packed in commercial 


quantities, and sold by manufac- 
turers through their regular trade 
channels to customers who will 
put them into this winter’s snow- 
suits, windbreakers, luggage, 
women’s wear and playsuits. Re- 
tired: Dr. R. S. Alexander, who as 
a member of the staff of the Of- 
fice of Civilian Requirements di- 
rected the widely - publicized 
studies of consumer needs for ap- 
pliances and other goods, has re- 
turned to his job at Columbia Uni- 
versity, where he is assistant pro- 
fessor of marketing in the School 
of Business. His duties, including 
supervision of the “Declaration of 
Policy” which dampens promotion 
of textiles and furniture by retail- 
ers, will fall to Dean C. Gallagher 
of Washington. 
* * é 

Standstill: Washington marks 
time pending word from the vot- 
ers next month. Particularly on 
surplus property, the administra- 
tion is not likely to do much until 
the election returns are in. Can- 
didates mentioned for the three- 
man surplus board are legion, but 
they include Henry Kaiser, Fred 
Vinson, Donald Nelson, Vice-Presi- 
dent Wallace, FCC Commissioner 
Clifford J. Durr, and Oscar Cox, 
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counsel of the Foreign Ec 
Administration. Everyone }.< ¢, 
trying to guess what revision. 
the admittedly over-comple 
plus law the White House wij 
Some say F. D. R. may even ;. 
Congress to reconsider the ide. 0; 
three-man board. Promotion: 7 
Navy incentive division wil} 
Chicago a view of Navy fight 
equipment at a special exhibitio, 
during the 6th War Loan iv 
Free Enterprise: Now that wp; 
has abandoned concentrated 
duction of “Victory” bicycle, 
made in two of the industr } 
plants, all manufacturers have gj 
nified their intention of reenterip 
the market immediately. ‘The, 
must first convince WPB that 
have labor and facilities to mak, 
bikes without interfering wi; 
their war work. Failing this, the 
may get others to make bikes fg 
them. 


hey 


* * * 


Pop: The soft drink habit 
something Americans have ace. 
quired. While last year 18 billi 
bottled drinks were sold, and 5.7( 
plants employed 80,000 person 
back in 1850, the Bureau of th 
Census found 64 plants in th 
United States bottling soda drink 


[ers BE READY 
ora Sneak Attack by 


This time we must heed our warnings! Planning now for postwar pr 


ity is both essential and patriotic, and will prevent dire consequences 


involves intricate reconversion, new products, new selling, new a: vert 


Only advertising can produce the volume needed to utilize th: gr" 


plant capacity in history and provide steady employment. The time? 


short. All must be ready. Approve those sales and advertising |) ‘" 


When they’re ready to roll, Champion paper will give them a |'¢ | 


THE CHAMPION PAPER AND FIBRE CO., Hams 


MILLS AT HAMILTON, OHIO .. . CANTON, N. C. .. . HOUSTON, TI’ ‘5 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bon’ """" 


Tablet Writing and Papeteries .. . 


2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - ©! NN 
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roduction valued at $750,- 
»y 1939 production reached 
9.000 and in 1941 it hit 
0.000. Details may be found 
October “Domestic Com- 
Achievement: Contract 
Te ator Robert Hinckley has | 
eted standard forms for war | 
‘+t settlements which will be 
y all government agencies. 
Though accounting — instructions 
ire il in the discussion stage, 
Uncle Sam is in far better shape to 
that 40% V-E Day cutback 
than he was last month. Floor: 
Aluminum scrap has gone a long 
way since the days when Boy 
ceouts scoured the country for 
what was then a rare métal. There 
- now so much of it available that 
tho covernment has had to put a 
oor under its offerings to prevent 
jemoralization of the market. 
Great increase in the amount of 
jJuminum serap as a result of the 
war is expected to result in a per- 
manent drop in postwar prices for 
new aluminum. 


Map Shelby Blade Drive 
Newspapers, magazines, business 

papers and radio will be used this 

‘ll by Federal Razor Blade Com- 


pany, New 
Shelby blades. 


York, to promote 
The written copy 


is lined up for 45 to 50-line space | 


in 40 East Coast newspapers and 
five business papers. Walter W. 
Wiley Advertising, New York, has 
the account. 


Graybar Names Stalford 


| V. K. Stalford, formerly a sales 
|executive of Edison General Elec- 
| tric Appliance Company, Chicago, 
land with Graybar Electric Com- 
pany, New York, for the past two 
years, has been appointed Graybar 
district merchandising manager in 
Detroit, replacing J. P. Wear Jr., 
who now holds a similar position 
for Graybar in Philadelphia. 


Magazine Ad Bureau 
to Publicize Study 


Magazine Advertising Bureau 
will hold a series of meetings in 
New York, Detroit, Chicago and 
Cleveland to inform magazine 
editors, circulation managers, and 
advertising personnel of the re- 
sults of a recent study of social 
and economic factors influencing 
the magazine publishing industry 


| standpoint. 


The study was first 
publicized recently at the National 
Publishers Association convention. 


A meeting for advertising sales- | 


men, research and promotion men 
will be held in New York Oct. 18, 


|followed by one for editorial 


workers the next day. Similar 


|meetings will be called in De- 


troit, Oct. 23; Chicago, 
and Cleveland, Oct. 26. 


Oct. 24; 


Oil-O-Matic Appoints 
Read Ad Manager 

John H. Read, for the past three 
years regional manager of the War 
Finance Committee of Illinois, has 
been appointed advertising and 
sales promotion manager of Wil- 
liams Oil-O-Matic Heating Cor- 
poration, Bloomington, Ill. Before 
his Treasury association, Mr. Read 
was with Mace Advertising 
Agency, Peoria, Ill., as account ex- 
ecutive. 


McGillvra Moves 


The Chicago offices of Joseph 
Hershey McGillvra, station repre- 
sentative, have been moved from 
the Palmolive building to 35 E. 
Wacker Dr. 


|Neafus to Direct 
‘Sun-Maid Advertising 
Carlis H. Neafus, assistant sales 
j}manager of Sun-Maid Raisin 

Growers of California, has been 
placed inf charge of the advertis- 
|ing department. He replaces Hun- 
|ter L. Scott, who has resigned to 
|join Leon Livingston Advertising 
| Agency, San Francisco. 

Earlier this year execution of 
Sun-Maid’s advertising and mer- 
chandising program was delegated 
to H. J. Heinz Company, sole 
United States distributor of the 
raisins to the trade. 


G-E Maps ‘Action’ Talks 
A “Blueprint for Action” con- 


ference in New York with elec- 
tric utility executives is being 


Nov. 1. Aim will be to outline 
a program that will create in- 
creased use of electric power in 
the industrial, commercial, farm, 
and home markets of tomorrow. 
Charles E. Wilson, president of 
G-E, and recently executive vice- 


conference at dinner Oct. 31. 


planned by General Electric Com- | 
pany, Schenectady, for Oct. 31 and | 


chairman of WPB, will address the | 
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Here—under 3 Nutshells 
is the story of 


LOS ANGELES 


DOWN TOWN 
SHOPPING 


NEWS 


| . 
CONCENTRATED 
DISTRIBUTION 


2. 
INTENSIVE 
READERSHIP 


3. 
THOROUGH 
COVERAGE 


HEN you, as an advertiser, 

use Los Angeles Down Town 
Shopping News — you don't have 
to guess under which shell the 
“pay-off” YOU GET 
ALL 3 of these “pay-offs” with 
EVERY ad! 


465,000 


By far the greatest home circula- 
tion of any paper in the rich Los 
Angeles CITY ZONE and ad- 
joining communities every 
Monday and Thursday . . . In- 
tensive Readership gained by 22 
years of RETAIL advertising 
leadership. 


National Ads 


Food packers and processors and 
manufacturers and distributors of 


is — for 


other home-use products, whose 
advertising is accepted by LOS 
ANGELES DOWN TOWN 
SHOPPING NEWS have “hit 
the jackpot!” 


LOS ANGELES 
DOWN TOWN 


SHOPPING 
NEWS 


3440 S. Hope St., Los Angeles 7 
REPRESENTATIVES 


JAMES A. COVENEY CO 
sol Fifth Avenue 


New York 17, New York 
wy South State Street 
Chicago 3, Illinois 


V. FE. ATKINSON, JR 
68 Post Street 


San Francisco 4, California 
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You bet, 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 


“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 


. cally and efficiently. 


— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago . 


250 Park Ave., New York 


National Representatives : THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 
Atlanta, Chariotte, Dallas, Detroit, Kansas City, Los Angel-s 

Memphis, St. Louis, San Francisco 


ed 


Nine Breweries 
Exceed 1,000,000 
Barrels in 1943 


Schlitz at 3,000,000 
as Budweiser Nears 


4,000,000 Level 


New York, Oct. 12.—Nine brew- 
ers sold more than 1,000,000 bar- 
rels each, and accounted for more 
than 25% of the entire 72,122,000- 
barrel volume of the nation’s 460 
brewers in 1943, says Research 
Company of America, New York, 
in releasing standings from its 
“National Survey of the Brewing 
Industry.” Twenty-five leading 
brewers last year accounted for 
41.4% of the industry’s sales. 

Anheuser-Busch, Inc., St. Louis, 
continued in first place, with 3,- 
565,000 barrels, a gain of less than 


100,000 barrels from 1942, while 
Jos. Schlitz Brewing Company, 
Milwaukee, lifted its volume more 
than 400,000 barrels to pass the 
3,000,000-mark for the first time, 
with 3,172,514. Pabst Brewing 
Company, Milwaukee, was third, 
with 2,629,339, and P. Ballantine 
& Sons, Newark, fourth, with 2,- 
210,840. 

The Ballantine figure does not 
include the 1943 sales of Feigen- 
span Brewing Company, Newark, 
acquired by Ballantine about Nov. 
1, 1943. Feigenspan was listed as 
25th for the year, with 610,815. 
With Feigenspan included, Ballan- 
tine currently may rank third in 
the industry, with a volume of 
about 3,000,000. 


Schaefer Is Fifth 


F. & M. Schaefer Brewing Com- 
pany, Brooklyn, continued fifth in 
1943, with 1,800,500, and Jacob 
Ruppert Brewer, New York, 
sixth, with 1,615,156. Others among 
the top nine were Falstaff Brew- 
ing Company, St. Louis, 1,226,266; 
Liebmann Breweries, Inc., Brook- 
lyn, 1,159,746, and Acme Brewing 
Company, San Francisco, 1,008,- 
390. Liebmann and Acme were 


You make sales when you 


buy WGBI... for it’s the 


biggest, most powerful station 
in the rich Scranton-Wilkes- 


Barre area. And day in and day 


out it works this desirable 


market inside out to give you more 


sales for every dollar spent. 


That’s why 127 advertisers 


any other station! 


have used WGBI consistently four 


years or more. 


spot advertisers, they know— 


and you should learn—that it 


Like most national 


really pays to RELY on WGBI. Ask 


your John Blair man about availabilities. 


FRANK MEGARGEE, President 


CBS AFFILIATE 910 KC 
1000 WATTS DAY~- 500 WATTS NIGHT 


.--WGBI reaches more of 


‘BLAIR 
& COMPANY 
Nafional Representatives 


this profitable area than 


\ 
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listed among the 1,000,000-)arre 
brewers in 1943 for the first time 
All of the top nine made sales jp. 
creases last year except Folstag 
which had a drop of about 39 
barrels from the year befor; ; 

The nation’s beer sales increase; 
steadily from 51,811,000 barre\; ;, , 
1940 to 56,971,000 in 1941 t. 4. / | 
032,000 in 1942 to the all-time rec, Jee 
ord of 72,122,000 last year. [), 
last figure exceeded the previoy; 
record, made in 1914, by aboy 
6,000,000 barrels. For the firy 
eight months of this year, repor 
United States Brewers Associatioy 
beer volume was 12.1% highe 
than in the parallel period of 194) 
The total’ 1944 volume probab), 
will approach 80,000,000. 

The current sales increase, it ; 
said, has been made largely } 
brewers which have not ye 
reached the limit of their prodye. 
tion facilities. Production contro} 
and transportation problems hay 
impeded the growth of som 
“shipping brewers.” A year or s 
ago, for example, Anheuser-Busc' 
discontinued sales to Pacific Coas 
markets for the duration. 

In a move to replace Anheuser. 
Busch in the No. 1 spot, Schlit 
recently bought seven city block 
adjacent to its present Milwauke 
site. Pabst meanwhile increase; 
its volume between 1940 and 194 
by nearly 1,000,000 barrels. Schae. 
fer, with sales confined primarily 
to the New York metropolitan 
area, added about 400,000 barrels 
in this period. After leading all 
the nation’s brewers, in the middle 
*30’s, Ruppert slipped to sixth 
place in the last four years. Its 
volume, however, has _ increased 
about 400,000 barrels. Ballantine. 
Falstaff, Liebmann and Acme each 
nearly doubled sales in the four- 
year period. 

No U. S. brewer has yet reached 
the mark of Guinness of Dublin, 
Ireland, which before the war 
turned out 4,000,000 barrels a year 


Viking to Ferry-Hanly 

Viking Glass Company, New 
Martinsville, W. Va., has named 
Ferry-Hanly Company, New York 
to handle advertising. 


Good Reading 
ff) 


Alert young Canadia 
women are in the ha! 
of turning to Chatelai 
for help in every fit 
of activity — for inf 
mation on home ma! 
agement, cooking, ch 
welfare, handicrai 
fashions, health 
beauty; as well as « 
tertaining fiction 
articles about peo} 
and affairs. Circulati 
over a quarter of a n 
lion, reaching one 
four English - speak: 
urban homes in Cana 


‘hatelaine 


the Canadian womans més) 


nada 
Eng 
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Ti 


481 University Ave., Toronto 2, 
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xpert Use of 
Color Stressed 
by Froelich 


Chicago, Oct. 10.—The value of 
rofessional art direction in lay- 
ae out the editorial pages of busi- 
nes: and industrial papers, especi- 
ally from the standpoint of the use 
Hf color, was emphasized by Mi- 
chael H. Froelich, editor of Plas- 
ics, at yesterday’s meeting of the 
Chicago Business Papers Asocia- 


or. Froelich told the publishers 
shat instead of using editorial color 
merely for purposes of embellish- 
ment, it has a functional value 
which adds greatly to the useful- 
ess of illustrations of a technical 
character. In addition, care in the 
<election of Kodachrome prints for 
reproduction in four-color front 
cover illustrations steps up the 
effectiveness of these covers to a 
marked degree. 

The association adopted changes 
in its bylaws which list acceptance 
of the code of ethics and standards 
of practice of the Associated Busi- 
ness Papers among the require- 
ments for membership. Publishers 
i:ubscribing to the code and whose 
lapers are either entered as second 
dass or whose circulations are 
budited by the ABC or CCA will 
e eligible te membership. 


MBS Names Heslep 
Capital Representative 


Charter Heslep, for the past 
two years associated with Byron 
Price, director of the Office of 
Censorship, and previously news 
snd special events representative 
for NBC in New York, has been 
eppointed Washington representa- 
tive in charge of operations for 
Mutual Broadcasting System, with 
special emphasis on news and pro- 
gram activities. 

Prior to his NBC position, Mr. 
Heslep was in the newspaper field, 
yrogressing from a reporter to 
managing editor of the Washington 
Daily News. 


The Power 
of Habit 


For more than 19 years, the 
people of Southern New 
England have turned to 
WTIC for their favorite ra- 
dio entertainment. And be- 
cause these people possess a 
buying income more than 
60% in excess of the national 
average, they comprise a 
market which no wise adver- 
tiser can well ignore. When 
you make up your next ap- 
me Propriation, remember this... 


| 
| In Southern New England 
People are in the Habit 
of Listening to WTIC 


ECT ROUTE 


AME RICA’S 


PS 


So-Lo Appoints Haehnle 


Walter Haehnle Advertising 
Agency, Cincinnati, has been ap- 
pointed to handle national adver- 
tising for the consumers division 
of So-Lo Works, Inc., Loveland, 
O., manufacturer of scientific com- 
pounds and repair materials. Na- 
tional magazines are scheduled. 


Plan Litho Schools 


Formation of at least five schools 
in key cities for returning service- 
men who wish to return to or 
enter the lithographic trade, was 


approved recently by the Joint 
Lithographic Advisory Council of 
the Lithographers National Asso- 
ciation and the Amalgamated 
Lithographers of America. 


Construction Paper Up 


Pacific Builder & Engineer, Seat- 
tle, in a new rate card effective 
January, 1945, allows a 15% dis- 
count to recognized agencies. Sin- 
gle insertion page space rates, 
based on total space used during 
one year, have been increased from 
$125 to $150. 


Wheeler to Bockman 


R. S. Wheeler, formerly 
Remington Arms 
Bridgeport, Conn., has been ap- 
pointed sales manager of the ma- 
chinery and equipment division, 
Louis Bockman Company, Steuben- 
ville, O. 


with 


Returns to ‘Journal’ 


Arthur B. Wallace, after 22 
months’ service with the Marine 
Corps, has returned to his position 
as national advertising manager of 
the Oregon Journal, Portland, 


Company,| 


| 
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which he held for six years before 
entering service. Carol Summer- 
field, acting manager, will resume 
her post as assistant to Mr. Wal- 
lace. 


For Signs of 
the Future 
Look to— 


Oklahoma. 


oil workers every year. 


THE RIGHT SIDE FoR YOUR ADVERTISING! 


52% of Buying Income 


and just plain spendable profits. 


... worth more than all the gold found in Alaska hos been produced in 
Oil that sold for more than SEVEN BILLION DOLLARS. 
Oil which places millions of dollars in the pay envelopes of Oklahoma 
Oil that puts millions more into the trade 
channels of Oklahoma through royalty payments, equipment purchoses, 


- Oklahomans are cosmopolitan in their tastes, desires and buying habits. 
They are up-to-date, have money to spend, and 43% of them on the 
RIGHT SIDE of the state read your advertising message in Tulsa’s TWO 
dominant newspapers ...at only ONE low cost to you! 


TULSA WORLD 


Oil CAPITAL 


REPRESENTED NATIONALLY 


NEWSPAPERS 


TULSA TRIBUNE 


BY 


@ THE BRANHAM CO. 
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ee ON LY NEW-PRODUCT PUBLICATION 
IN THE ELECTRICAL INDUSTRY 


Reaches the most selected 
readership ... executives 
and engineers responsible 
for management, design, 
production, purchasing, 
operation, installation, re- 
pair and maintenance... 
of any other electrical, 
trade or industrial publi- 
cation. 


® 


TBLECTRICAL ‘SQUIPMENT 


n Published by _ 
SUTTON PUBLISHING CO. 
60 EAST 42ND STREET, NEW YORK 17 
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War Information 
Programs Revised 


fo Hold Support 


| Washington, Oct. 10.— At least 

ltwo new major war information 
| programs, and a number of thor- 
|oughly revised others, are cur- 

rently in preparation at OWI here, 
| for presentation through advertis- 

| ing and publicity media on a large 
| scale between now and the time 
| that Japan is defeated. 

Since these government pro- 
|grams, drawn up in consultation 
| with the War Advertising Council, 
i. considered urgently necessary 
in spite of the inevitable loss of 
Posed and sponsor support after 
reconversion gets under way, ad- 
|vertisers will be asked to con- 
| sider them in planning future na- 
| tional campaigns. 
| First to be presented, in all 
| probability, will be a drive to re- 
|mind the public of the difficulties 


involved in finishing off the war 
against Japan, a campaign which 
all government sources consider 
most vital in view of the letdown 
that may result from the conclu- 
sion of the campaign against 
Hitler. 


To Aid Postwar Adjustments 


Secondly advertisers will be 
asked to lend their weight to a 
program to assist in the adjust- 
ment of civilians and ex-service- 
men to their postwar situations. 
This campaign, sponsored by the 
Office of Reemployment and Re- 
habilitation, is still in the embryo 
stage, but it will involve appeals 
to both civilians and soldiers de- 
signed to eliminate embarrassment 
and provide useful information. 

The two far-reaching campaigns 
will be offered as substitutes for 
a number of others which will 
taper off with the defeat of Ger- 
many, and in addition OWI pro- 
gram managers are hard at work 
revising some long-standing drives, 
and bringing others up to date. 

A new comprehensive “stop ac- 
cidents” program is now taking 
shape and a fresh approach on 
merchant marine recruiting is in 


Two-shift war-industry markets have special 


listening habits. It’s easy to cover them for maximum listeners with Spot Broadcast- 


ing. Rural audiences have their own timing, too—to be solved at least expense with 


Spot Broadcasting. 


Spot Broadcasting doesn't mean merely one-minute spots or chain breaks. It means 


programs of any length.. 


. On any station . 


..in any market—selected by you. And 


the ones you want—no compulsion about groups, chains or combinations. 


Maybe you ought to know more about Spot Broadcasting while there are still good 


availabilities. A John Blair Man is a good fellow to know. 
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preparation. The security of wa, 
information program m: 
somewhat revised. V-Mail 
probably get a new fact she 

Other OWI programs whic 
under the microscope are the 
ous phases of manpower and je. 
cruiting and food, including cop. 
servation and Victory garden: 
Economic stabilization is sti] . 
“must,” although officials ar. 
frankly worried that with ry 
version under way, it will 
media and advertiser support. N, 
less than three more war bong 
drives are now in view. 


Long Fight Forecast 


First activity in the Japanese 
war campaign was evident lay 
week, when OWI issued a compre. 
hensive press statement on the 
problems involved in carrying the 
war to the Far East. Reenforcin: 
its arguments with quotes from 
military authorities, the repor 
predicted that one and a half t 
two years after the fall of Ger. 
many “is considered an absolut 
minimum” for victory over th¢ 
Japs. 

Officials make no effort to sof: 
pedal their fears that once the li 
is off civilian production, not onl; 
advertisers but the public as 
whole will forget that millions 0: 
men are still engaged in a tremen. 
dously difficult and costly war in 
Asia. 

The difficulties involved in 
transporting armies to the Japa- 
nese mainland are dramatically set 
forth in the OWI report to remind 
the public that there is a man- 
sized job to be done in the Pacific, 

Considered one of the major 
post V-E Day jobs at OWI], the 
Japanese war information drive is 
in the hands of Maurice Hanson, 
who up to now has had charge of 
ithe complicated food campaigns. 
His advertising council task force 
is J. M. Mathes, Inc. 


Hutton Directs Program 


In a less advanced stage of 
preparation is the program to ad- 
just servicemen and civilians to 
peacetime living, handled by 
Robert Hutton, who has previously 
been concerned with labor utiliza- 
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We Believe 
VEGETABLES 
are Here to Stay 


The Rio Grande Valley has no procession of 
war workers jamming the highways 24-hours 8 
day. But it does have a procession of vege 
table crops that keep railroad cars m 12 
months of the year. $20,000,000 worth of this 
produce went to market last year. ¢ we 
believe vegetables will be bringing pros 
perity to the Valley long after war kers 
have put away their tin hats for gooc 


Isolated from other major markets ‘elley 
| towns have developed into a single rket 
| whose $200,000,000 spending power flu 


enced mainly by advertising in the Rie 
Grande Valley Group. 

Tie it up in the 

TIP OF TEXAS 

with the... 


BROWNSVILLE HERALD 
HARLINGEN VALLEY MORNING 5 
McALLEN VALLEY EVENING MON! °* 


Headquarters: HARLINGEN 
Representatives 


Prexas any press Alle 


: _ pam y egy gas ae 
iS — om = Al 
. — ee 
. _ ae 
Po mr } id 
a an 
ae - . it 
— ae geet ee pr 
a Se . 
: : | ee Ss. oo ' 
in a = rig 
: oe z, sso th 
“4 j EIT apt ae ——— ; 
; MWA. 6 2g : 
7 | cee ae Zi one = 2 ga 
oy A 2% oo 5 \\ “e 
a ey 3 i 3, ee an 
me ©. > 
iy " \Wee — Ss pa, 7] ne 
sa [oA —_ 
i - . fin 
"7 | 
, ia . : 
: ma) és re 
r ay a Be th 
a: “a 
it. 4h i = ; 
Bitwetw ows 
ee: 7 ed E 
"3 7 ” ® Al 
Sa =e  - j 44 Ke 
ped re S Po f 
ae -_ aya wT. Ts YLy a th 
— : é AN; | 
a . € A . 
et 7 m 
= oe Penner ees I 
ae ee 4 
| i ) ott sBU p Be 
= P SP X& ey gt oe X) ! 
a ; WO ds p 
ax ais ‘ (3 oS ’ 
a i | a ‘ ° ; a 
: ’ 4 cf xe : , 
_ | SPOTTSVILLE (Rn so 
ane AS, - 
me r , 
ile » \\ 
- 4 | en? 4 
- , e ¥ 
7 4 s & THE Vatyp 
f | SAR! — 
te ; P . : $ y 
ail o ee “OMPany 
, 5 0. 
= . P o* REPRE Se N I Ne pres St Louis ‘los, 
; ™ ‘ 3 a LEADING RADI0 San Francise 
‘ TATig 
eee | a Se ROP 
a 
; PC | 
epee eae AM 
re | 
2 eee | 
— ‘ 
' 
ee 


944 


Pane 
it last 
IMpre. 
yn the 
ing the 
forcing 
; from 
repor 
half t 
f Ger. 
bsolute 
er the 


to soft 
the lic 
ot only 
| a 
ions 0: 
remen- 
War in 


ed in 
Japa- 
ally set 
remind 
man- 
Pacific, 
major 
VI, the 
lrive is 
fanson. 
arge of 
paigns. 
< force 


m 


age of 
to ad- 
ans to 
ed by 
viously 
utiliza- 


-ess of 
4-hours 4 
c vege 
nc 3 12 
th of this 
A we 
n os 
r kers 
od 
t \ley 
e rket 
flu 
Rio 
J 
Ro IP 
§ 
NITOR 
N 


-tising Age, October 16, 1944 


Al 

tio bsenteeism, and other man- 
en matters. Council coordina- 
ial this drive is Phil Kelly, 
ad sing Manager of Carstairs, 
ant isk force agency is Ted 
Bates, Inc. 


ugh still not officially ap- 
ed, the objectives so far under 
eration in this drive include: 
+ intorm the veteran, his family 
wd tne public of the veteran’s 
and privileges and where 
nay be obtained; 2. Show 
ynunities throughout the coun- 
‘he need for, and how to or- 
anize veterans’ information cen- 
} Instruct people at home in 
treatment of disabled veterans; 
4 Inform employers of the advan- 
tazes of hiring discharged veter- 
ans: 5. Point out to the veteran 
his responsibility to pitch in and 
help build a_ better America at 
home. 
To Describe Assistance 


When the campaign handbook 
fnally emerges in this veterans’ 
adjustment campaign, it will ex- 
plain to advertisers how they can 
assist in aiding veterans to learn 
their rights; how they can make 
them feel welcome after their re- 
turn to civilian life, and how ad- 
vertising men can tighten the bond 
between those who fought at the 
ront and those who supported | 
hem at home. 
The “stop accidents” campaign | 
‘overs all forms of accidents in- | 
‘luding those in the home, in auto- | 
mobiles, industry and on the farm. | 
It is expected to offer a multitude | 
if opportunities for advertiser tie- | 
n both in the immediate future, 
ind in the interim period between 
he termination of the European 
ind Japanese wars. 

Merchant marine recruiting will | 
work in to a great degree with the | 
ampaign explaining the logistics 
f the war against Japan. Heavy | 
shipping requirements essential for 
the transportation of men and 
supplies to the Asiatic fronts will 
require an estimated 43,000 addi- 
tional experienced seamen during 
the next year, and it is hoped that 
national advertising support will 
stimulate enlistment. 


Admiral Renews Radio, 
Plans Newspaper Series | 


Admiral Corporation, Chicago, | 
radio manufacturer, has renewed | 
's contract fer its “World News| 
Today” broadcast heard for the} 
past year Sundays at 2:30 p. m.,| 
EWT, over CBS. Fifty-nine sta-| 
tions carry the show. | 

Plans for a national magazine | 
and newspaper campaign for 1945 
nclude use of eight leading maga- 


ae 


WAVE 
DOESN’T 
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FREE & PETERS 


cS ase 


, INC. 
tatives 


zines, 70 newspapers, seven farm M : 
and 14 trade publications. Crut- Lewis Joins Gross 


tenden & Eger, Chicago, handles Robert R. Lewis, member of the 
the account. Hartford Times staff on real estate 
and home building activities, has 


Borden Tests Starlac joined Julian Gross Advertising 


The Borden Company, New 
York, is running 600-line inser- 
tions in the New York Daily News . 
for Starlac, its dry skim milk. This} Columbia Promotes Two 
is the first extension of promotion James Flora, former art director 
for the product, which received its|of Columbia Recording Corpora- 
first test last spring in Houston/|tion, Bridgeport, Conn., has been 
and Galveston (AA, May 15).| promoted to advertising manager. 
Young & Rubicam, New York, is|Sidney Asp will become assistant 
the agency. advertising manager. 


count executive. 


Agency, Hartford, Conn., as an ac-| 
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Places Eaton Series tising program. Over 30 insertions 
in service and class magazines and 
in motion picture publications have 
been scheduled through Abbott 
Kimball Company, New York. 


Color pages in class magazines 
are being placed by Gray Adver- 
tising Agency, New York, for 
Eaton’s fine letter papers, Pitts- 
field, Mass. Institutional copy 


|urges that the habit of frequent) CORN —HOGS — OATS — CHICKENS 


letter writing, necessitated by the 
war, be continued after peace. 
| 


Promotion for Ogilvie Sisters’ | 
new dry shampoo powder has been 
scheduled for spring, 1945, in the 
company’s most extensive adver-| 


vmu>rpxro 


To Plug Dry Shampoo | 
CATTLE — SHEEP— HAY — WHEAT 


[-. 2 he forces Detroit created during 
ee] the Twentieth Century arose 


from the vitality of its citizens 
and the fertility of their minds. 


These forces made Detroit rich and great. 
Its industrial techniques were copied 
around the world. Without them perhaps, 
there would have been no World War II 
on the scale with which it is being fought. 
Without them the democracies could not 
have successfully challenged Hitlerism. 


Detroit—forger of thunderbolts— grew 
from a stockade of 2200 people in 1831 
(founding year of The Free Press) to its 
present commanding position among 
world cities because it had men like the 
Fords, the Dodges and the Lelands who 
were original in their thinking, coura- 
geous, daring, willing to risk their all on 
such things as ‘‘horseless carriages.’ Then 


came the motor car. Almost overnight 
it broadened men’s living radius, set 
up the value of speed and engendered 
a spirit of change whose only code is 
“what next?” 


To publish a good newspaper in Detroit 
is a man’s size job. The very spirit of 
Detroitism itself sets up a daily challenge 
that is perhaps lacking in other com- 
munities. Detroit is forever on the march 
and to be a successful portion of it calls 
for vigor, ingenuity, aggressiveness and 
a great zeal for continuous betterment of 
the product. 


The editorial policy of this newspaper is 
tuned to Detroit . . . tailored to fit a town 
whose thinking is the thought of young 
men and women... untiring, unafraid, 
hearty. honest, hopeful, independent 
and helpful. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 
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How Business and Industry Are Preparing for : a Peacetime World 


Textile Industry Concerned 


Over Surplus War Stocks 

Solid progress in the textile in- 
dustry will begin “two to three 
years after the war,” it is revealed 
in a survey compiled for the post- 
war planning committee of the 
National Paper Box Manufactur- 
ers’ Association by Moore & Co., 
Philadelphia. 

The report, based on replies 
from many manufacturers of all 
kinds and classes of textiles, ex- 
presses the belief that the post- 
war era will be slow in getting 
back to normal, and that “busi- 
ness will not really be good or 
prosperous in this industry until 
there is a rather complete read- 
justment.’”’ Such readjustment will 
be necessary to meet the effect of 
new types of materials and 
changes in styles of wearing ap- 
parel and house furnishings, it is 
reported. 

Specific items include a non- 
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irritating variety of wool produced 
by treatment of fibers with the 
juice of the paw-paw tree. Un- 
usually fine, the material can be 
woven into the sheerest of evening 
gowns. American sheep ranchers 
are carrying on experiments to 
produce better wool. Cleaner and 
longer wool which takes clearer 
dyeing is being produced by lac- 
ing a cotton overcoat around the 
sheep for six months’ wear; a new 
fire-proof, plastic upholstery is 
earmarked for the future. Oil- 
resistant and non-smoldering, it 
can be cleaned with a damp cloth. 
At present it is used on Navy 
combat ships and for airplane 
seats. 

Generally, industry leaders feel 
the labor situation will be eased 
after the war. Nevertheless, they 
assert that because labor has been 
“such a troublesome factor” in the 
last 10 years manufacturers in 
textiles and other lines as well, 
will turn to the extensive use of 
automatic machinery to reduce the 
need for unskilled labor to a min- 
imum. They say higher wages 
may be paid for skill and produc- 
tion, and not merely for time alone 
regardless of accomplishment. 
They believe that price, produc- 
tion and many labor controls by 
the government should be elimi- 
nated quickly after the war, and 
express doubt that the national 


| government is doing all it should 


Pe 


=~ One of America’s oldest and 


largest coffee, tea and spice houses 


“Coffee and spice and everything nice!” 
That's a paraphrase of the old nursery rhyme 

.. but it does sum up the activities of the old, 
respected, yet modernly progressive Wool- States... 


son Spice Company .. Here in Toledo, home 


of many diversified industries and commer- 
cial activities, is found, in Woolson, one of 
the two largest spice:grinders in the United 
and the largest packer of private 


brand coffee, tea and spices in the nation. 


and this is the TOLEDO BLADE 


Established in 1836, The Blade has w 


itnessed the growth of many a 


Toledo business which. like Woolson, has won confidence at home 


and abroad... 


That The Blade, too, has won the steadily increasing 


confidence of the community is indicated by the fact that 
there is today a Blade for every Toledo home. 
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regarding proper postwar planning 
for general business. 

The darkest picture seen by the 
industry is that created by the 
| huge surplus war stocks of cloth- 
ing and its disposal. They say, 
“No matter how carefully the dis- 
position of these stocks may be 
planned by government agencies— 
there will still be considerable 
hardship from surplus stocks in 
the textile industry.” 

tk oR oo 


A unique postwar plan devised 
by John G. Curran, a staff mem- 
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|ber of The Branham Compan, 
|radio and newspaper representa. 
| tive, New York, proposes a wor}, 
'mart for U. S.-made goods in ; 
|central location to expedite an, 
facilitate purchasing of supplic 
from which the whole world may 
draw. He suggests use of the De. 
fense Plants Corporation (Alumi. 
num Company of America plant 

Maspeth, N. Y. This plant has ox 
million feet of display space » 
one level, has railroad spurs noy 
in place, wharfage facilities ang 
in the city. Its present tenan 
will move long before the wa 
ends, it is reported, and it is syp. 
gested that the government ‘“m, 
well afford to underwrite any in. 
provements, structural changes 9 
general maintenance costs and thy 
participating manufacturers ma 
defray costs of all utilities or othe 

special services they may require 

Mr. Curran sees interest in th 
plan by all types of transportatic, 
companies, the A. F. of L. any 
C. I. O. unions, as well as by ra 

material producers and manufar. 
turers. 

In the report of the plan, it 
said, “The establishment of tl 
Maspeth plant as a world mar 
housing every imaginable item 
American production, would re. 
duce sales and buying overhea 
with a consequent reduction of th 
final cost of each manufacture 
item. This would strengthen the 
case of free labor and permit the 
balance of trade to remain alway: 
in favor of the United States eve: 
| when other nations get into their 
|full swing of peacetime produc- 
tion.” 


A new automobile, lighter 
weight “than similar cars mad 
before the war,” and presumabl 
to be sold at a lower cost, will 
emerge postwar, it was revealed 
with the announcement that Gra- 
ham-Paige Motors Corporatio 
will resume production of cars fol- 
lowing world hostilities. Graham- 
Paige suspended automobile mak- 
ing several years ago. It has beer 
manufacturing war material latel 
and according to Joseph W. Frazer 
chairman, the company hopes t 
be among the first in the auto in- 


pm About SAN DIEGO — 


@ Southern California's 
second market 

@ California's 3rd city in 
population 

@ Tie for 2nd place in 
spendable income among 
California cities over 
250,000 | $1924 per cap.| 

@ 23rd richest agricultural 
county in entire U. S.! 

e Spendable income per 
capita 74% above U.S 
average 

@ An “A” city on your 
new spaper advertising 
schedule 


Reached with one outstanding news- 
paper “buy” 


and Tribune-Sun | 124,000], or the 


lhe San Diego Union 


Sunday Union | 94,000|. 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc 


New York e Chicago e Denver e Seattle 
Portland « San Francisco e Los Angeles 


there was a little city 
of 200,000 population 
called SAN DIEGO, 
situated on a great har- 
bor at the southwestern 
tip of the United States 


Now, Mr. Postwar Sales 
Engineer, you have a 
new set of facts to guide 
your exploitation of the 


San Diego market. 
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m pany just to manufacture a com- 
esenta. niet new model postwar car. 
orl, mah 4 he divulged, would 
t Orid Suc a car, , 
ls in g robably be made through appli- 
te and ME pation of principles used in war- 
UPDligs ME plane manufacture, aided by 
ld may ME enowledge in metallurgy and mo- | 
the De. ME tors acquired by war plants and 
Alumi. cub-( »ntractors. re 
plant " While Graham-Paige’s dutomo- 
has one hile manufacturing would require 
aCe OF substantial investments in tooling, 
rs now Mr. Frazer said that such invest- 
sand is fk ments would represent only a 
tenants emall part of the capital invest- | 
he war fe ment necessary were subcontract- 
1S Sug. ing not to be utilized. | 
it “may * * * 
ny im. While seven out of 10 women | 
Nges oy yorkers signified their inten- | 
and the tion to continue working after the | 
rs may war, and want regular peacetime | 
or othe ‘obs, according to final tabulations | 
equine from a war plants survey by | 
in the Mi Northwestern Life Insurance Com- 
ortatior pany, Minneapolis, the report com- | 
L. ar ments that a considerable propor- 
by ra tion of the women may change | 
anufac- Mi s,ciy minds about working in the | 
oostwar period “when peacetime 
im, ‘obs for surplus feminine babe | 
of the vill probably average lower in | 
1 mar @,.y and desirability than those 
item available now.” | 
uld re. Current Washington estimates | 
verhnea 
acture ATION 
-acture¢ 
hen the sPECIALIZ N | 
‘mit the 
always Makes a 
— DIFFERENCE! | 
roduc. F b 
, ~ don't think of HAIRE publications as 
1ou would of other trade magazines. | 
hter inf ‘here's a difference! Each HAIRE | 
s made »ecialized trade magazine is the 
gee buyer's bible in some specific retail 
st, will : b : 
-evealed [iM field...studied and lived with by the | 
at Gra- head of the department affected. 
poratior 
at fol- B® And in the aviation industries, too, 
Hyer there are HAIRE specialized maga- 
as beer | zines...each one the specialist and 
gf one spokesman for its specific industrial 
razerT 
: | 
‘opes t market! 
auto in- 
DHAIRE roecarzezig we <>) 
Here is the Haire 2-Point Plan: 
| ADVERTISE... as you sell... 
direct to your buyers, 
2 HELP THEM today, so you 
can sell them tomorrow |! 
city 
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SINESS PAPERS | 


BROADWAY, NEW YORK 1 - 


of 18,440,000 women now in the)relations, while advertising will! ence G. Farrell, Hartford Chamber | * 
labor force represent an increase|be placed by Behel & Waldie &|of Commerce, secretary. | 
of some 5,600,000 since 1940, the! Briggs, Chicago. 


Push Wirebound Boxes 


Wirebound Box Manufacturers|ager of the Courant, Hartford,|two years copy chief of the pro-| 
Association, Chicago, will under-|Conn., has been elected president! motion department of The Satur-| 
take an extensive public relations|of the Hartford Advertising|day Evening Post, has joined (@ 
program in November plus adver-| Club. 
| tising in trade publications early|L. H. Reilly, advertising manager,|manager. Prior to his position 
next year to tell the trade about} Brown, Thompson & Co., Ist vice-| with the Post, Mr. Van Cott was 
wartime shipping experiences and| president; Wilbur Randall, Ran-| 
postwar uses of wirebound ship-|dall Company, 2nd vice-president;| Circle, and advertising manager || (yay Ruch, fer, more, food accounts. Write 
ping containers. Theodore R. Sills} Mabel Rennie, advertising man-|for Merrill Lynch, Pierce, Fenner | THE GIBSON COMPANY Sidon Bultding 
|& Co., Chicago, will handle public| ager, Steiger’s, treasurer, and Flor-| & Beane, New York. | 2, lows 


41 
Candy Industry’ Moves 


| Food Trade Journals, Inc., pub- 
\lisher of Candy Industry, New 
York, has moved to larger offices 
at 33 W. 42nd St. 


‘Hartford Ad Club Elects 


Belden Gordon, promotion man- | 


| 

| 

To ‘Chain Store Age 

Charles Van Cott, for the past| 


Pq Looking For A New Line? 
a? | . 
~ Then we have it. VITAMINS is the 

t big profit field today us pack 


Other officers are: Edna | Chain Store Age as_ promotion 


g . . you 
promotion manager of Family|| Complex formula, under your own label. We 


Harlan 


peace; Southetners cherish their gardens—for beauty, 
for morale, for healthful recreation ... and because 
beautiful gardens are part and parcel of the Southern 
tradition. Busy as they are with war work, these 
homeloving Southerners are still growing some of 
the loveliest gardens in the world, and today, they 
are supplementing them with thousands of victory 


ca 


ESPITE WAR and its 
attendant worries, the 
Azalea still blooms in 

i ‘ the Southland. Be- 

cause through war or 


gardens. Long sunshiny seasons, rich soil and mild win- 
ters make gardening a year ‘round activity in the 
South. In no other section of the country is there as long 
a market or as big a market for flowers and vegetables 
seeds, for nursery supplies, for every kind of lawn and 
garden tool. Your Southern market is a natural market 
——a tremendously rich market—a market the adver- 
tiser cannot afford to overlook. Sales, immediate and 
postwar, await the advertiser who reaches that market 
now, and the best way to reach it is through Holland's 
—the magazine of today's New South. 


_..and why Holland’s? 


Because Holland's was born and bred in the South—it knows the Southerner is ready for rose planting 
information long before the frozen ground of the North is thawed out. It gives tips on tulip planting 
when it's tulip planting time in the South. Yes, editorially, Holland's alone fits the South's growing 
seasons—is keyed to the necessities of its climate, its soil, and its people. That is why leading nurs- 
eries and seed houses choose Holland's to reach their market because year after year advertising 
returns bring conclusive proof that Holland's gets results. That is why America’s largest mail order 


nursery has found that Holland's gives the lowest advertising cost per dollar of return of any paper 


*Name and data on request. 


in America!* 
The Magazine 


olland’s of the NEW South 


52 VANDERBILT AVENUE, NEW YORK . 75 EAST WACKER DRIVE, CHICAGO 205 GLOBE DEMOCRAT BUILDING, ST. LC 
West Coast Representative: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


* DALLAS, TEXAS * 


GARFIELD BUILDING, LOS ANGELES 
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Estimates Vary on 
British Ad Volume 
in Prewar Decade 


Figures Range from 
80 to 200 Million 
Pounds Sterling 


By F. A. MARTEAU 


London, Oct. 1.—While actual 
advertising expenditures in Great 
Britain during the decade preced- 
ing the current war are impossible 
to determine, F. P. Bishop, general 
manager of the London Times, 
presents a number of interesting 
estimates, ranging from £200,000,- 
000 to £80,000,000, in his recently- 
published book, “The Economics of 
Advertising.” 

The £200,000,000 estimate is 
credited to Thomas Russell, cover- 
ing the year 1935, while the Statis- 
tical Review gives the 1935 figure 


HAE Fe fen eo. 


“Now we're getting somewhere! A real newspaper 
established in the Northwest Territory! 


” 


@ When President Andrew Jackson, 
sitting in his office at the White 
House, picked up his first copy of the 
News-Sentinel in 1833 he instan- 
taneously became a happy fellow! 
For here was something new in his 
plans for the civilization and develop- 
ment of the great—-and more or less 
unknown and rather troublesome 
Northwest Territory. A newspaper had 


been started in Vincennes, Indiana, in 
1804 and another in Detroit, Michi- 
gan, in 1831—-but from Fort Wayne 
came a newspaper directed at the 
very heart of the territory occupied by 
Indians and such hardy early settlers 
as might survive. A newspaper that 
could (and did) carry through the pur- 
pose of converting a wilderness into a 
greatindustrial and agricultural area. 


j at £125,000,000, and the Economist, 
| more conservative still, estimates 
1935 expenditures at £85,000,000. 
Sir William Crawford estimated | 
| 1930 expenditures at £150,000,000, 
|and World’s Press News set the | 
| figure for this year at £180,000,000. 
| Statistical Review’s 1935 total of 
| £125, 000, 000 was broken down as 
follows 


1, |. GRRE SSE See £10,000,000 
| Outdoor advertising ...£ 5,000,000 
| Direct mail ........... £50,000,000 


}Printed matter ........ £15,000,000 
| Dealer aids, window dis- 
eo eae £ 5,000,000 


Radio, films, others....£ 1,000,000 
The Economist’s total of £85,000,- 

000 for the same year was broken 

down as follows: 

Press advertising ...... £35,000,000 

RA £ 4,000,000 


BerOCs AGUS wn cca eks £25,000,000 
Window displays ...... £20,000,000 
Radio, films, etc. ...... £ 1,000,000 


Another estimate, which is sup- 


1938, totals £80,500,000, with the 
division as follows: 
er £35,000,000 
Posters (exclusive of 

EID owt cisen oa £ 5,000,000 
Other outdoor advertis- 

2 eS oe Pe eee £ 2,500,000 
Direct mail (exclusive 

Of Printing)... 6.6 cs £ 5,000,000 
—o" and shop dis- 


RE SS a ae £10,000,000 
Radic gpd Alms... 5. £ 2,000,000 
General printing (in- 

cluding posters, direct 
| SAME, OTE) 2... cece £15,000,000 | 
| Administration ........ £ 6,000, 000 | 


Food and drink was said to ac-| 


|count for 18.3% of the prewar 
|total, with household supplies, | 
12.9%, a close second. Other | 


Press advertising seen Wace £39 ,000,000 | 


posed to reflect the average annual | 
expenditure for the years 1935-| 


Advertising Age, October }\ 
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ing with their reported perc; 


lage , 
|of the whole, were med jing 
|11%; wearing apparel, })) 4 . 
| transport (including moto: in, “s 
travel, etc.) 10%; toilet. 80 ] 
financial, 6.5%;  entertain:nen 


16.3%; smoking, 6.1%; others, 4.9¢ 
r These figures are parti 
interesting to British advert se,. 
agencies and media at presen: be. 
cause the annual survey of prob. 
able promotion budgets fo, {h, 
next 12 months, just complete } 
Advertiser’s Weekly, shows ths 
26% of national advertisers expee 


to spend more advertising do)la; 
next year than this, while the re. 
mainder intend to maintain the Y 


present budgets. Apparently nor 
contemplates a reduction. ' 

Actually, whether or not adver. 
tising budgets will be increase 
next year depends almost entire! 
on the paper rationing situation— 
a situation which most Britons be. 
lieve will not be too greatly easg 
| immediately upon the end of t} 
European war. 


Moss & Arnold Appointed 

Moss & Arnold Company, Ne 
York, has been appointed adve». 
tising and promotion counsel | 
|Super Welder Mfg. Compan; 
|maker of a low-cost welding m; 
| chine for home, office or farm use 
| The company will increase its ad. 
| vertising budget 60% for 1945 
}using newspapers, magazines anc 
| direct mail. 


Offers Insurance Plan - 

Southwestern Association of Ad- 
vertising Agencies, Dallas, ha: 
prepared “A Proposed Insurance . 
Program for Advertising Agen- 
cies,” 24-page treatise suggesting 
| general insurance requirements fo) 


ranking classifications of advertis-| the average agency. 


Don’t nobody laugh at 
us farmers no more! 


Shush, Silas— 


you farmers 


don’t deserve 


ALL the 
Credit! 


duce all the wealth that made North Dakota the Ni 
“State for the first quarter of 19444. But they « 
tainly did a big part of the job, because the Red Ri 
Valley actually is the cream of our crop out here! 


Do you know the full story as to WHY the 
around Fargo is tops in this section? It’s a 
the Ice Age—and one of the most interesting 


No, that’s right! Red River Valley farmers didn’t pf 


PRESENTATIVES ALLEN-KLAPP CO. . NEW YORK—CHICAGO-— DETROIT 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


The News-Sentinel 


Gort Wayne's “Good Evening” Ne genet 
; PONT WAYNE, INDIANA 
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‘Service’ Food Ads 
Se]] More Women, 
ANPA Shows | 


New York, Oct. 12. — Slides 
owing newspaper advertise- 
which have proved most ef- 
in selling food products to 
yonen were presented by Fred- 
erick Dickinson, sales manager of 
the Bureau of Advertising, Amer- 
‘can Newspaper Publishers Asso- 
ciation, at yesterday’s luncheon 
meeting of the Newspaper Repre- 
; Association of New 


show 
nent 
fect \' 


sentatives 
York , , - 
The presentation, titled “More 


Women Readers Per Dollar”, 
forms part of the Continuing 
study of Newspaper Reading, five- 
year-old project of the Advertising 
Research Foundation in conjunc- 
tion with ANPA, Association of 
National Advertisers and Ameri- 
can Association of Advertising 
Agencies. It has been shown pre- 
ously in large cities both in the 
Fast and on the West Coast. 

Based on studies of 62 dailies in 
all parts of the country, the pres- 
entation develops such __ salient 
yoints as the fact that “service” 
dis—-ads which make a promise 
or a product and then show how 
‘hat promise can be fulfilled—are 
ar more effective than those 
which make a flat statement about 
a product and go no further. In- 
stead of saying merely that such- 
and-such a shortening will make 
sood cake, for example, the ad | 
that pulls shows how the product | 
may be used, possibly a recipe, and | 
then shows the finished product. | 

Other points brought out are| 
that women are more attracted by | 
familiar “homey” appeals than by | 
the exotic, and that they respond | 
to humor in advertising, as is| 
proved by the pulling power of 
comie strip and humor panel copy. 

The presentation gives the ob- 
server an opportunity to make his 
own comparisons between success- 
ful and less successful ads for a 
given product. 


SEC of Richmond Opens 
Advertising Clinic 


The Sales Executive Club of 
Richmond has opened an adver- 
tising clinic for its members to 
consist of seven lectures by na- 
tionally known advertising execu- 
tives, to cover all media and to 
be held Monday evenings through 
Nov. 13. 

Opening lectures were given by 
Christy T. Allen, Compton Adver- 
tising, New York, and Robinson 
Murray, American Association of 
Advertising Agencies. Other speak- 
ers and subjects scheduled are: 
Lew Avery, National Association of 
Broadcasters, “Radio Advertising”; 
Tom Brennan, Outdoor Advertis- 
ing Incorporated, “Billboard Ad- 
vertising”’; Fred Dickinson, Bu- 
reau of Advertising, ANPA, 
“Newspaper Advertising’; Felix 
Coste, Coca-Cola Company, “Point 
of Purchase Advertising”, and 
Howard Korman, Direct Mail As- 
estan, “Direct by Mail Adver- 
Ising.” 


Heads Sales Training 


Paul Garst, formerly responsible 


for all government contracts per- 
taining to spun wool yarns and 
Army and Navy ordnance procure- 


ment for Alexander Smith & Sons 
Carpet Company, Yonkers, N. Y., 
las Deen appointed sales training 
director, a newly-established post. 


RACTICAL BUILDER 


Offers Classified Columns Haire Appoints Three 
Refrigeration Industry, Cleve- 


Haire Publishing Company has | 
added three executives to the staff| issue, Rural New Yorker will re- 


43 


schedule following the change to 
|a monthly for the latter part of 
1944 necessitated by the paper 


‘Returns to Semi-Monthly 
Effective with the Jan. 6, 1945, 


land, has offered free use of its 


|classified columns to returning 


servicemen and women who are 
seeking positions in the refrigera- 
tion field. 


Returns to ‘Review’ 

Capt. G. Warren Wheeler, with 
the U. S. Army air forces over- 
seas for the past nine months, has 
returned to his New York office 
as publisher of Bakers Review. 


of Home Furnishings Merchandis-|sume its 


ing. Frank Stisser, recently with | 


regular semi - monthly | situation. 


the New York district ordfiance | 
office of the War Department, be- | 
comes advertising manager, and 
two associate editors have been 
added — Helen Barnes, formerly 
with James McCreery & Co., and 
R. H. Macy & Co., New York, and 
Margaret Hayes, former assistant) § 
merchandising and trade editor of 
House & Garden. 


Special Editions, sections, pages are sold solid 


and soundly on an insured Progrom. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE. . 


& 


i a Dn wie ee 


o. volume, 


} East Van Buren Chicago 5 


THE - 


Chicago, 
St. Louis—where prices are estab- 
lished for all livestock wherever sold, 
livestock farmers are paid an average 
of 5 million dollars in cash every day 
for their cattle, hogs and sheep. * The 
Corn Belt Farm Dailies, one at each 
of the four basic markets, gather, 
interpret and publish each day the 
vital statistics of this tremendous trade 
and cover every phase of the produc- 
tion, feeding, care and marketing of 
the nation’s livestock. 
plete agricultural campaign provides 
for effective coverage of America’s 
important producers of beef, pork and 
lamb. * There is no substitute for 
The Corn Belt Farm Dailies, for more 
than seventy years the publications of 
the livestock industry. 


LIVESTOCK FARMERS—QUTSTANDING IN EVERY 


Feo: FEEDLOTS AND PASTURES live- 
stock moves to market 


in endless 
At the four basic markets— 
Kansas City, Omaha and 


* The com- 
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GENERAL OFFICE: UNION STOCK YAROS, CHICAGO @9, ILLINOIS 


uF 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


PUBLICATIONS - 


- THE - LIVESTOCK - INDUSTRY 
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The Man who makes the Merry-go-round ... 


You didn’t put down a deposit on 
the contraption, put out for the lease or 
license, put up the superstructure, or pay 
the engineer, the cashier, the ticket-taker 
or the night watchman. 

You don’t build the geegees and paint 
them every spring, tune the calliope, put 
out the awnings, sweep up, shut off the 
lights, shut out the cat. 

If the season is late, short, rainy. . . 
the attendant’s feet hurt, the cops are 
tough, a customer tears his trousers, fire 
breaks out, or somebody starts a Tunnel 
of Love next door—you don’t even care! 

You can come when you like, leave 
when you like, and stay away as long as 
you please. You pay only for the rides 


you take... and you get a free chance 


at the brass ring every time around. 
You get all of the kick, fun, music, 
festivity and fresh air the place affords 
. without having to be the man who 
makes the merry-go-round! And that’s 
a wonderful feeling, as Metropolitan 


Group advertisers have found out! 


By the first place, no one owner could 
match Metropolitan Group’s merry-go- 
round,owned bysome forty-three big-city 
Sunday newspapers. 

Nosingle showman could get together 
all the many elegant hobbies, swan boats, 
love seats, brass stanchions, or calliopes 
to be found in the Metropolitan Group 
Sunday comics sections. 


No other merry-go-round can attract 


15,000,000 families every Sunday, rain 
or shine, winter or summer. The habit 
of Sunday comics is universal, holds three 
out of four adults and virtually all kids, 
includes all ages, all income brackets, 
and every social status . . . is immune to 
all competing attractions or distractions 
—including World Wars! 

No other merry-go-round goes round 
to so many good markets, gets into the 
better half of all the homes in the whole 
national market. 

No other merry-go-round gives the 
advertiser such a good show for his money 
—with color, big space unit, and highest 
assurance of advertising reception! 

If you'd like a look at Metropolitan 


Group’s merry-go-round, call any office. 


The first national newspaper network .. . Metropolitan Group 


Comics Section Advertising in: Baltimore Sun + Boston Globe « Chicago Tribune + Cleveland Plain Dealer « Detroit News « New York News 
Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register « Milwaukee Journal « Minneapolis Tribune 
St. Paul Pioneer Press * ALTERNATES: Boston Herald + Detroit Free Press *« New York Herald Tribune ¢ St. Louis Post-Dispatch « Washington Post 
opTionAL: Atlanta Journal « Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch «+ Dallas News «* Houston Chronicle 
New Orleans Times-Picayune-States « Omaha World-Herald ¢ Providence Journal « Rochester Democrat & Chronicle « San Antonio Express 
Springfield Union & Republican + Syracuse Post-Standard « METRO PACIFIC: Fresno Bee « Long Beach Press-Telegram « Los Angeles Times ¢ Oakland Tribune 


Oregon Journal « Sacramento Bee ¢ San Diego Union e« San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review « Tacoma News Tribune 


220 E. 42d St., New York 17+ Tribune Tower, Cutcaco 11 + New Center Bldg., Detrorr 2 « 155 Montgomery St., SAN FRANCISCO 4 
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a deep conviction of this Corner 


It i 
of the greatest things any adver- 


hat or A 
aa can do is properly reflect the 
shat acier of the organization that signs it. 


In pointing this out we have had occa- 


ae 


hc Creative Wan’ Corner 


the men and women who are now in 
the armed forces. They number more 
than 55,000. Some 3,500 released from 
service are already back with us. 

We shall have a warm welcome for 


A WELCOME HAND TO BELL SYSTEM WAR VETERANS 


Some day we shall have the pleasure 
of welcoming back to the Beil System 
the men and women who are now in 
the armed forces. They number more 
than 55,000. Some 3500 released from 
service are already back with us, 


on before to cite advertising of the Bell 


Telephone System. 
And today we do this again. 
For rarely, if ever, we think, has an 


ivertisement more clearly brought out 
%e character of any business than the 
page reproduced here. 

The message is extremely simple: 

Some day we shall have the pleasure 
of weleoming back to the Bell System 


We shall have a warm welcome for the 
rest as they join us again. Not only 
shall we be glad to see them personally 
but we shall be glad of their skill and 


. energy for the big tasks which face the 


Bell System in the future. 


om, 
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the rest as they join us again. Not 
only shall we be glad to see them per- 
sonally but we shall be glad of their 
skill and energy for the big tasks 
which face the Bell System in the 
future. 

In the sense that this is a war adver- 
tisement it probably is the most signifi- 
cant yet published. In keeping the prom- 
ise of the Bell System it seems also to 
write a pledge for all business. 


Ihe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
wees to week. Pertinent case histories, queries and comments from readers 
&re ited. Whenever possible they will be answered here. 


BY ELON G. BORTON 


sing Director, La Salle Extension 
University 


Ady 


lED: A new word or term to de- 
yperly the kind of advertising 
ries for a direct response either in 
of inquiry or order. 
week as I write this column, I 
k with the fact that ‘mail order 
ing” is not an entirely satisfactory 
the kind of advertising the Pay- 
iSSes, 
) many other terms in the adver- 
eld, it is incomplete and in some 
sleading. The word “mail” con- 
at either the advertising itself is 
‘ or the response is by mail. In 
ere ls a publication calling itself the 


Mail Order Journal which discusses only 
advertising by the use of the mails (direct 
mail advertising). 

Mail order advertising as I see it uses 
all forms of advertising media—publica- 
tions, radio, direct mail, the screen and 
outdoor, the telephones, personal distribu- 
tion, etc. And the response, while usually 
by mail, can be by phone or telegram or 
personal call. 

Nor does this kind of advertising try 
always for an order: indeed, in most cases 
it asks only for an inquiry which is then 
followed up for an order. So our present 
name is not 100% descriptive. 


“Coupon advertising” is used by some 
but very often there is no coupon in the 


advertising—there may be only an invita- 


tion for the reader to send an inquiry of 


his own making. “Direct advertising” is 
suggested, but isn’t most advertising di- 
rect? At least it should be. 

Have you a suggestion for a better word 
or phrase? You'll be helping me out and 
you may clarify the phraseology of this 
important phase of advertising. 

Along the same line, there are needed a 
number of other and better descriptive 
phrases in this field of ours or at least a 
clearer understanding and more exact 
usage of the phrases we now have. For 
instance, “general advertising’ is used 
often to describe all advertising which 
does not try for a direct, immediate re- 
sponse—and how incomplete it is. 

Likewise “institutional advertising’— 
just what does it cover? Logically, it 
should include only advertising which tries 
to build the name and fame of an institu- 
tion, a company or a store—what Walter 
Hoving of Lord & Taylor calls “projec- 


tions of the personality of the store.” Yet 
too often it is used to describe any adver- 
tising which is not after direct inquiries 
or sales. 

And “media,” how that word needs 
clarification. I think of the various media 
as publications, radio, outdoor, direct mail, 
displays, ete.—each a different channel for 
advertising. Yet the phrase “different 
media” is frequently used when one is 
speaking of one monthly magazine as 
against another. Are comics a separate 
medium from copy advertising in the same 
publication or only a different department 
or use of the same medium? Is classified 
advertising a different medium from @is- 
play advertising in the same newspaper or 
another use of the same medium? 

Maybe what we need is a new diction- 
ary of advertising terms. But what I 
specifically hope for now is a better phrase 
for mail order advertising. 


Dear Joe ’ 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

I have been asked to write you a letter. 
I have read some of those that have 
already been written to you. Good Lord, 
I don’t know how you can take it! 

Now the fact of the 
matter is that when 
you get back, and this 
damn war is over, they 
are going to make a 
terrific fuss over you. 
You will be an heroic 
figure for about one 
week. The hell with 
that. For my part I 
think you prefer your 
wife, sweetheart, or a 
swell line of blondes. 

As you are mustered 
oyt, they will give you a bunch of dough 
— not enough to compensate for what you 
have done. They are also willing to lend 
you money to go into business, or they 
will send you to college; or they will train 
you in special skills. But I am sure you 
are not going to be terribly interested in 
any of that, except the dough and the 
job. And the only way that you are really 
going to get the kind of job you went is 
to find it yourself. Pick it out. There 
should be enough so that you will have 
plenty to pick from. The old jobs won’t 
fit, in most cases, because you have grown 
in age, stature, and intelligence. Many of 
you will want something better than you 
had before you left. As I dictate this, a 
little bird interrupts to say that you are 


Thomas H. Beck 


Business Chart of the Meck 


supposed to have been in the advertising 
business. Well, the outlook in that line is 
always good for smart cookies. I was not 
thinking of just those men, or others in 
some special line. It is the whole scheme 
of things that is important. You have a 
heluva job still to do and, God knows, I 
hope and pray that you come through it 
alive and well. But I know you don’t 
count too mutch on gratitude and hip-hip- 
hoorah stuff. 

I am an old 44-F—wrinkle-bellied and 
round-shouldered—and spend most of my 
time in an office sitting on my fanny. But 
I do a little thinking—hardboiled, I hope 
—and I know that what happens to you, 
and all the others that come back, depends 
upon how smart we are in setting up the 
future for America. If this is well done, 
you will not have any trouble at home. 

With a salute, and sincere best wishes, 
I am, 

Cordially and sincerely, 


THOMAS H. BECK, 
President, Crowell-Collier Publishing 
Company, New York. 


P. S. I have attended a lot of meetings 
that are calculated to plan your future for 
you, and I resent most of them because 
they think of you, not as a Sad Sack 
(which would be bad enough), but as a 
Sap Sack, who can take care of himself all 
through the greatest war in civilization 
and who should be wet-nursed when he 
comes home. 


So long, Joe. Tom. 


. a Beata: «9 ten Se ae 
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War expenditures ~ $ 89 billion 
Non-war spending ~#/08 billion 


HOw THE Economic Pie is DivipDEeD 


S/X MONTHS 
AFTER V-& DAY 


phe 


$185 


BI Eon 


War expend) tures~F#O6R biliion 
Non-war spending ~ #123 billion 


War Production Board Estimates 
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Sell it with MOSS 
PHOTOS 


1,000 lots. No order too 8x\0 
small or large. Posteards, 


2c. We photograph every- 
thing. 
Super special: 30 x 40 


giant blowups, mount- 
ed on heavy board, 


$2.45 each in lots of 10. . = 
Write for free ove rice list A. 
MOSS PHOTO SERVICE 
(55 W. 46th St, N. Y. C. 19, BRyant 9-8482 


| agers, 


407 SOUTH DEARBORN ST CHICAGO 5S. ILLINOIS 


|Chrysler Realigns 
Field Sales Setup 


Seven new sales regions, bring- 


|ing the total to 28, have been set 
{up by Chrysler Sales division of 


Chrysler Corporation, Detroit, thus 
reducing the size of the territory 
formerly covered by regional man- 
New headquarters will be 
at Jacksonville, Pittsburgh, Mil- 
waukee, Bismarck, N. D., Salt 
Lake City, El Paso and New Or- 
leans. 

The new posts will be filled by 
John F. Zeder, Jacksonville; Ralph 
L. Weber, Pittsburgh; A. A. Eng- 
strom, Milwaukee; Frank P. Mc- 
Grath, Bismarck; and V. N. Alder- 
man, Salt Lake City. New Orleans 
and El Paso managers will be 
announced later. 

Other regional managers re- 
cently appointed are Harold F. 
Keegan, who has returned as Phil- 
adelphia chief following comple- 
tion of a special assignment for the 
industrial engine division, and 
Porter T. White, to the Seattle 
region, succeeding M. T. Kale, who 
has been transferred to special 
factory representative in the same 


region. Four newly-appointed dis- | 


trict managers are I. H. Turner, 
Minneapolis; Richard H. Strain, 
| St. Louis; E. J. Derum, Detroit; 
}and John R. Pierard, Pittsburgh. 
Opens London Office 

Phillips Andrews Publishing 
|Company, New York, publisher of 
| Air News and Air Tech, has opened 
'a London office at 143 Fleet St., 
| London, E.C. 4, under the manage- 
}ment of Ralph Michaelis. 


Coghlan to Compton 


Reginald Coghlan, former assist- 


Kesson & Robbins, New York, and 
previously division sales manager 
of Gulf Refining Company, Pitts- 
burgh, has joined the copy depart- 
ment of Compton Advertising, 
New York. 


WAAT Appoints RAC 


Station WAAT, Newark, has ap- 
pointed Radio Advertising Com- 
pany as its national sales repre- 
sentative outside the New York 
area. 


7 Newspapers in the Nation 


|} Will Set Record 
By Carlyle Hodgkin 


(World-Herald Farm Fadltor) 


Corn Harvest 
Never Better 


325 Million Bushels|—® 


> Have $700,000,000 


Top The World-Herald in Percentage of Statewide Coverage! 


“ 


Nebras 


K 
Nebraska this fall will harvest|® 
t jits third big corp crop in a row 


: a 
possibly 325 million bushels. top- 0 S E 
- |ping all others in the history oflgg 


y ithe state. Golden corn to make |« 
lImeat, milk and eggs will be abun-!x 


ldant in the Cornhusker state this ¥2 


| 
€ | Nebraska ranks first among the « 
% in| RAS 


\48 states in native hay, thirgl 
corn, fourth in cattle and creamery|& 
butter, fifth in sugar beets, sixth|,__ 


jyoar 


: . \KO 
in chickens and high in many oth-|xso 


er crops 


ranches are near an all-time high 
eet.|—and this fall are moving from|ggx 
air|grasslands to market and thence|«eA@ 
in-|to corn farmers’ feedyards at alw@ 

-|rate that assures Nebraska ‘will|"] 
e|this year, at last, rank third in| Y 


cattle feeding 


The 716 thousand milk cows ap-/ KO 
pear to be headed for a record of 
creamery butter production equal-1ko 
Jing last year's 95 million pounds, |}? 


cmd 


fourth largest in the nation. 


FA 
KO 

Beef cattle on the farms and|w ii ad 
K \J 


iK@i 


|KAAB 
So we repeat, 


forget, you ca 
be one medium— 


iW 
Nearly four million pigs are be- 
ng raised this year, 28 per cent 


Yes, Mr. Space Buyer 
history have the farmers of Nebraska been so | 
prosperous. Gross farm income has jumped | 
from $256,252,000 in 1939 to an estimated | 
$700,000,000 in 1944. 
decreased more than 30% during this period. 


SPACE BUYERS..... 


PROSPERITY 
ABOUNDS IN 
NEBRASKA 


ka Farmers 


nd... 


Corn Production Up 432% Over 1939 
Livestock Receipts Near All-Time High 


Farm mortgages have 


Mr. Space Buyer . . . look to 


Nebraska for your plus business! And don’t 


n cover this rich market with 
The Omaha World-Herald. 


aolabove the average of 1935-41 
en a art ‘ +1 } 3 K e 
20 Thirty million chickens and more SS 
© than a million turkeys are being <= ge if 
nS ee ee Se WORLD“ HERALD 
~\crop up sharply from a year ago.|« , 5 meg 
. 4 . . ef ¢ tior t 

Field crops other than wheat and we One 0 he Nations Great Newspapers 

] - } “w 


corn lower in acreage but high 
their importance to Nebraska's 


well-filled 


sugar beets, dry beans, soybeans,|%¥ 
alfalfa, sorghum grains and frui 


Reprinted from World-Herald i0 4 44 


O'Mara & Ormsbee * National Rep 


nm 


larder, are potatoes,|« 


wners and 


resentatives * Ne w York, Chicago, Detroit, Los Angeles, San Francisca 


Circulatio 


|= = COVERS NEBRASKA AND S. W. IOWA 
Kova 


( ators—Rad Stat 


1 KOWH 


n Over 200,000 
ily and Sunday 


ant advertising manager of Mc- |! 


at no time in) 


1944 


Marvin Harms Jr., son and namesake of the Hill Blackett & (, 
Chicago, exec., Marvin Harms, won his wings and commission x 
ensign with the Navy at Pensacola, Fla., recently. At home 4, 
leave, he will go to Jacksonville soon for operational traini; g ‘a i? 
a naval aviator. . . 

Employes of KMOX, St. Louis, presented Manager Merle S. Jong 


with a farewell party prior to his leaving Oct. 5 for Washingto, Hid 
D. C., where he assumed charge of WOL. Out-of-towners inc\iideq ? 
H. Leslie Atlass, v.p. in charge of CBS’ central division and Jaq a" 
Van Volkenburg, asst. gen. mgr. of WBBM, Chicago. . . oe 


Fred I. Archibald, pres. of the New York State Publishers © sg». 
ciation and publisher of the Albany Times-Union, has been «om. 
missioned a major in the New York Guard. The publisher, a y«. 
eran of World War I, was commissioned a major in May, 1942. by Miiyhi 
retired to inactive duty in December... 

George B. Dealey, board chmn. of the Dallas News, will comple 
71 years’ association with that paper next week. He heads the hono 
roll of SNPA execs. who have been connected with the newspape 
industry since SNPA’s organization in 1903. . . Publications aroun; 
Chicago are going to miss Bill Walsh’s perpetual good nature ani § 
cheerful smile. After 32 years with Western Newspaper Union hy 
has resigned to devote full time to his band... 

Ray Rubicam succeeds Bruce Barton as chairman of the 6th Wa os 
Loan’s advertising and graphic arts section of the War Financ r¢ 
Comm. for N. Y. .. Dr. L. D. H. Weld, 2nd natl. pres. of America) i 
Marketing Assoc., was presented the first life membership in th HR 
N Y. chapter at its opening general fall meeting Sept. 28... 

Lyman Beeman, who has been deputy director of the WPB pape; 
div. in Washington for the past year, was married Oct. 1 in Glens 
Falls, N. Y., to Mrs. Polly H. Lapham. Beeman manages operations MB 
for the St. Regis Paper Company in New York. . . William I. Or- BR | 
chard of BBDO is offering a two-semester course in advertising 
copy at Columbia U. . . James A. Rudulph, Newell-Emmett copy- 
writer, and Florence Barrett, also N-E, were married Sept. 10... 
Former Kudnerite Peter Finney has been made asst. to the state i. 
chairman, in charge of public relations for the Treasury’s War Fi- §&.., 
nance Comm. for N. Y... - 

Paterson, N. J., Station WPAT is all-out for the state Community I 
War Chest Fund, with the appointment of Sidney J. Flamm, v.p. and 
gen. mgr., as director of radio publicity, making the 3rd such ap- 
pointment to the drive. . . Julius Ochs Adler, Brig. Gen. on active 
duty since Oct. 7, 1940, 
will soon be back as New 
York ‘Times v.p. and gen. 
mgr. and _ Chattanooga 
Times pres. and publisher. 
Gen. Adler was returned 
from New Guinea for hos- 
pitalization and_ recently 
underwent a successful op- 
eration at Walter Reed 
General Hospital in Wash- 
ington. . . Lawrence Fertig 
of the N. Y. agency has em- ‘FIFTEEN YEAR CLUB'—Harold Fellows 
barked upon a weekly ar- right, general manager of WEEI, Boston 
Siske euiubdtile tor the &. Y. staged a dinner to organize a club when, in 

preparing to mark the station's 20th anni- 
World Telegram, for the versary, 12 employes were found to have 
first in the series appearing been there 15 years or more. Oldest em- 
on the financial page Oct. ployes in point of service are Carlton Dicker- 
2, and discussing Stuart man, announcer, left, and Nan Howard, sales 
Chase’s “compensatory representative. 
economy” plan... 

Les Forman of the Chicago office of Kenyon & Eckhardt 
Hollywood to help launch the new “Tom Breneman Highlights,” 
Kellogg Co. show, which starts Oct. 20 on Pacific Coast Blue sta- 
tions. . . Three former ad women now serving as Red Cross stafl 
assistants in England are Caroline Dalton Drane, research assistan' 
with James Charles Chirurg Co., Boston; Elizabeth Richardson, ©! 
Ed Schuster & Co., Milwaukee, and Mary Chambers, who ote 
copy for Robertson’s, South Bend, Ind., dept. store. . . 

Frank E. Pellegrin, dir. of broadcast advertising for the ‘AB 
before entering the Army 30 months ago, has been promoted !ron 
major to lieutenant colonel. He is operations exec. officer o: tht 
publ. relations section, 6th Army Group. . John Ballantyne, !\1:c 
pres., has presented 100 radios, contributed by Philco organi: ‘10! 
members from their own homes, to Valley Forge General H 
outside Philadelphia. The sets are to be used by bedridden v* 
at the hospital... 

William G. Werner, Procter & Gamble’s public relations ma! se!: 
will direct publicity for the 1945 Red Cross War Fund. . . John ‘;r0- 
ver, account exec. for Foster & Kleiser Seattle branch, switc! on 
his car radio recently and was met with “calling all cars, call 
cars, be on the lookout for a tall, fair-haired man by the na 
John Grover”! It wasn’t for several seconds that Seattle Grov' 
covered the call was for KPO announcer John Grover at Sa! 
cisco and part of a gag commercial. . . Capt. Roger M. Holt 
merly with Hutchinson Advertising in Minneapolis, now a M 
Erickson branch, has received a combat promotion to majo! 

a regimental supply officer with an infantry outfit in Italy. 

Henry M. Pascal, commercial artist with Lawrence C. Gun 
before entering the Army, has been promoted from master s* 
to warrant officer (jg), at South Pacific Army headquarte! 
he is serving with an information and education section. . ig 
up in January, 1942, Pascal has held every enlisted man’s ! 

Lt. (jg) John Koch, previously with McGraw-Hill’s Cl 
office, has reported to the Naval Training School at Princetor 

for a military government course, following his indoctrinat 
-lattsburg, N. Y. . . First member of the advertising depart 

Cincinnati Enquirer to join the Wac is Highland Mary Heato: 
after basic at Ft. Des Moines, will be assigned to a Califort 

of the Air Transport Command... 

Don Smith, ad mgr. at Wilson & Co., is proud as Punc! 
work accomplished by a group of 80 girls from the offices 
Chicago packer, who volunteered to help pack the 8,400 Ch 
boxes sent to Wilson employes in the service. 
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;“t Los Angeles 


ca 
& ‘ 9 7 S 

©. fi\dclub Meeting — 
ome 9 to: Angeles, Oct. 10.— Picking | 
ning aq n 

nf 
S. Jone fprove relations between organized | 
hi ton ye 
eluded Hc labor “spoke up” at a meet-| 
id Tack sof ‘ne Advertising Club of Los 
S ASso- re nd F. Leheney, director 
mn com- * public relations, Western Con- | 
. &@ Vet Mference of Teamsters, organization | 
942 but Mvhich covers 11 western states, | 

- featured speaker at the 

omplet fession, Which had as its guests all 
es hond F. of L. officials in the 
wspape Appealing for joint cooperation, 
arouni e union spokesman told the ad- 
ure ani Moy that the labor press and other 
nion he MMbyenues of advertising must lay 

ide their prejudices and plan for 
ith Wa ystwar reconversion which will 
Finano rovide adequate goods and jobs. 
merican people in labor who understand | 
in the gpdvertising media are few and far | 

“* Bictween, Mr. Leheney said, and | 

: ‘those of your group who are fa- 
B paper MBjiar with the labor press are 
A Glens Ht too many,” but labor—through 
erations MMBt press—has an important part 
1 I. Or- Mt play in the days ahead. “For 
ertising cample,” he said, “labor papers 
t copy- Los Angeles county reach an 
ce timated 400,000 membership, | 


hose families and friends are all | 
le state MM. cignificant part of the vast con- 
Nar Fi- ming public at which your ad-| 
wertising aims.” | 
munity Labor advertising has found 
7.p. and Mpself an outcast in some cases, he 
ich ap- Iided, because of “unscrupulous ad 
: active ptters,” absence of rate cards and 
joubt about actual circulation fig- 
res. 
The PAA policy to get advertis- 
ng people and labor leaders bet- 
er acquainted was started last 
vear through the efforts of Maurice 
jeaton, then president of the as- 
ociation and since appointed 
hairman of its labor relations 
mmittee for the entire coast. 


Plans Distribution Letter 


Fellows Chain Store Age, New York, is 
Boston Manning publication in the near 
when. in fgputure of a weekly newsletter on 
+h anni. mecurrent developments affecting re- 
in have distribution. 


dest em- 
» Dict MSmith Agency Appointed 
ae R. C. Smith & Son Ltd., Toronto, 


s been appointed to direct ad- 
verti sing for D. Gestetner Canada 


it is 1 Hltd, Toronto, manufacturer of 
lights, duplicating equipment. Advertis- 
ue sta- g is bei ing prepared for technical 
ss staff nd financial publications. 

SSIS 
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» wrote 


- Send a 
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me front news is 
al on the fighting 
ont. Write a fight- 
9 man foday. 


» tel Mayfair 


SAINT LOUIS 
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abor ‘Speaks Up’ Metal Company 
Plans to Make 
| Retrigerators 


‘entum, the Pacific Adver- | assert Mfg. Company, maker of| under way, however,, and manu- 
sociation’s s program to im- | metal stampings for automobiles | facturing and selling rights have 
is planning to enter| been acquired. 
ng and organized labor | the home refrigeration field after “Our plans,” Mr. Lambert said, 
a climax here recently | the war with a new gas-fuel re-/| “contemplate that many of the 
frigerator, the company announced | 4,500 workers now engaged on the 
last week. 

The company 


in peacetime, 


is now making| employed on the refrigeration pro- 
steel shell cases for the Navy at|gram when the war ends.” 


| its plants in Detroit and Ashland, 
| Ky. There will be no cessation 
of production for the Navy so long 
as the war in the Pacific continues, 
said Charles F. Lambert, president 
of the company. 

Blueprinting of production plans 
— Clayton &/|for the new refrigerator is already 


company’s Navy contract will be 


Gaines Elects King 


‘McKesson Names Berry 


Edward M. King, who has held | Donald C. Berry, former promo- 
various executive positions With | tion manager of Medical Eco- 
General Foods Corporation, New} nomics, and previously assistant 
York, has+been elected president advertising manager of Schieffelin 


of Gaines Food Company, 


New|& Co., New York, has been ap- 


York, dog food manufacturer. He | pointed to the newly created posi- 
succeeds W. E. Armstrong, who} tion of assistant advertising man- 
resigned to organize Armstrong | ager of McKesson & Robbins, New 


Food Company. 


| York. 


GIBBONS KNOWS CANADA 


TORYNTO, 


ADVERTISING = i P 


AJ BBONS LT D. meancuansisine 


* IMA TPRG, LUINA, CALGARY, EOMONTON VI NCOUVER 
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year and a half ago, nobody had ever 
heard of Air-Wick. Today you can buy it in thou- 
sands of stores in scores of cities. Hundreds of 
thousands of housewives have acquired not only 
the desire for Air-Wick itself, but a brand-new 
household habit...a brand-new way of getting rid 
of unpleasant household odors. 


And before Air-Wick had been on the market 
a year, Seeman Brothers, Inc., New York grocery 
wholesaler and Air-Wick’s national distributor. 
saw retail sales on its rookie product soar to a 
rate of $4,000,000 a year. No sampling, no free 
goods, no deals paved Air-Wick’s road to the 
big leagues. This was a success won by advertising 
..90°% of which was concentrated in newspapers. 


“Right from the start,” testifies the Seeman 
agency, William H. Weintraub & Co., “it was our 
opinion that no other medium could match news- 
papers in introducing Air-Wick... because visual 
education on how to use the product and fac- 
simile reproduction of the package, in a market- 
hy-market program, were essential for success.” 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by the Minneapolis Star-Journal and Tribune in the interest of 


As Seeman Brothers and Weintraub, encour- 
aged by Air-Wick’s soaring batting average, moved 
into new markets across the nation, they stuck 
steadfastly to the formula of frequent and con- 
sistent newspaper advertising: an ad of 440 to 
1,200 lines to break the news, followed by smaller 
ads ranging down to 42 lines, followed in turn by 
the larger ads at regular intervals. The introduc- 
tory program called for one to three ads every 
week for 13 weeks...followed in most markets by 
continuous schedules of similar high frequency. 


x * * 


That's how one advertiser licked the problem of 
launching a new product in wartime. And that’s 
the way newspaper advertising will be delivering 
results for scores of new products making their bow 
after the war. Meanwhile, whatever your problem, 
if it requires telling the people, you can’t match 


the heavy hitters that newspaper advertising lines 
up on your side: visual presentation, timeliness, and 
complete market-by-market cover- 
age of an audience intensely 


interested in advertising. 
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To Advertisers’ Company 

David M. Hausdorff has joined 
Advertisers’ Broadcasting Com- 
pany, New York, to do creative 
work and postwar planning. 


Insurance Agents’ 
Association Plans 
Magazine Series 


Milwaukee, Oct. 11.— The Na- 
tional Association of Insurance 
Agents will publish a series of 
full-page ads in The Saturday 
Evening Post and Time as soon as 
space is available, Wade Fetzer 
Jr., chairman of the public rela- 
tions committee, told the associa- 
tion in annual meeting here this 


‘| week. 


Mr. Fetzer is with W. A. Alex- 
ander & Co., Chicago. Averell 


|Broughton Advertising Agency, 


New York, will handle the cam- 
paign. 

The magazine series will intro- 
duce the second year of the as- 
sociation’s three-year public rela- 
tions program, for which a total 
of $300,000 was appropriated a 
year ago. “In the meantime,” the 
committee’s report said, “these ads 
are being adapted to newspaper 
use” and mats are being prepared 
for use by the more than 700 local 
boards. 


Staff Built Up 


In the last year, the committee 
pointed out, John G. Mayer, New 
York, has been appointed publicity 
director, Oscar West, Washington 
representative, and Wallace Rodg- 
ers, field representative. 

First step in the program was 
publication of a public service 
manual for insurance agents. The 
committee recently issued a book- 
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_.. In a Social Mood 


They can talk. Talk about your product. Talk 
it up. Recommend it. Suggest new uses. But they 
won’t give your product this free word-of-mouth 
advertising unless you continue to remind them 
of it frequently. Remember, these women buy 
$437,925,000 worth of food and $54,050,000 
worth of drugs and cosmetics annually. They 


Keep them listening 


per Housewife. 


CLEVELAND 


REPRESENTED BY NBC SPOT SALES 


Millions stay tuned to the 


National Broadcasting Company 


can and DO listen most to WTAM, Cleveland. 


to your advertising on 


WTAM. The daytime COST is only $.000073 


America’s No. 1 Network 


2 eo 


A Service of Radio 


It’s a National Habit corporation ot america 


let on “Your Insurance Agent,” 
and has aided in preparation of a 
leaflet for use in widening the as- 
sociation’s membership. 

The committee urged at the 
meeting that more funds be pro- 
vided for its work. “‘Although our 
voluntary subscription fund was 
raised for a three-year period, 
necessary delays in getting started 
have resulted in the expenditure 
of less than that budgeted for the 


period now ending, and we con-| 


sider the necessary parts of the 
program financed for another full 
two years from now. 

“Nevertheless, we do not believe 
that a matter of this importance 
should depend upon voluntary 
subscription for its financing, and 
we ... suggest to national officers 
and state leaders that they start 
now studying the problem of per- 
manent financing.” 

In addition to continuing the 
national program, the work would 
involve expanded efforts in local 
communities. “One of the func- 
tions of the national group will be 
to sell local bodies on increased 
public relations activities of their 
own—at the same time furnishing 
sound guidance, professional as- 
sistance and coordination. . . The 


Advertising Age, October | 


total expenditure, nation 
local, must be increased if 
to make much of an imp: 
on more than 130,000,000 |. no» 
can people. " 


Philco Transfers Two 


Fred D. Ogilby Jr. and | )s0; 
Cohan, who have been in © y., 
of Philco Distributors, Inc. 
delphia branch for the siy 
years, have been named eral 
|manager and general sales yap. 
ager, respectively, of the | 
zation’s New York office. The com. 
pany handles wholesale di«: +i}, 
tion of all Philco products the 
metropolitan area. . 


Appoints Lamport, Fox 
Dodge Mfg. Corporation, Mish: 
waka, Ind., manufacturer of pows 
transmission equipment, has placgj 
its account with Lamport, Fo, 
Prell & Dolk, Inc., South Bend 


Farm Publication Moves 


Southern Agriculturist hy 
moved its New York office froy 
420 Lexington Ave. to larger qua. 
ters in the Chanin building, 1227 
| 42nd St. 


CITY 


ST. PAU L is a 
‘(py MARKET 


ZONE POPULATION 331,570 


persons serves 


states 26 division offices 


countries and Mexico 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave. 


BROWN G&G BIGELOW ...IN ST. PAU. 


Manufacturer of remembrance advertising . . 
calendars in the world .. . 49th year in business 
150,000 customers annually . 


. . « floor space in building 520.476 square fee 


This City's 55.44 Square Miles !s One-Half of the Nations 


STH LARGEST MARKET 


ONLY THE ST. PAUL 
DISPATCH-PIONEEF 
PRESS COVERS IT: 


INC.—NATIONAL REPRESENTATIVES 


CHICAGO 
Wrigley Bidg 


largest manufacture: 
payroll of 3.2°5 
distributes in 
representatives in all Pan-Ameri« 


ST PAUL 
Oispatch Bldaq 
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Pps to Continue 
Sve Paper’ Drive 
nc ar Hoyt 


was..ngton, Oct. 11.— Despite 
olution of the WPB con- 
division, the campaign 
paper must go on, WPB 
today in announcing that 
per conservation drive 
yntinue under W. Thomas 
ho has previously been re- 
sonsi- le only for paper salvage. 
vith -aper remaining among the 
wost -ritical shortage items, of- 
-iajs explain that the conserva- 
on program, which will save an 
“timated 1,000,000 tons by the end 
tthe year, has an important in- 
vence. on the supplies that are 
vailable for home front uses. 
Under the conservation program, 
. eries of “paper holidays” in 
ommunities throughout the na- 
on have resulted in sizeable sav- 
ngs of printing and wrapping 
paper. Working directly under 
jarold Boeschenstein, in his new 
apacity i vice- -chairman of op- 
rations, Hoyt plans to press 
his ss, aggressively. 
Although the conservation di- 
sion will be discontinued at its 
wn request because most of its 
ograms are no longer necessary, 
everal functions, including its 
lather treating program, will be 
hansferred to industry divisions 
the WPB. The leather process 


Doolittle Joins NRC 


James M. Doolittle, formerly ac- 
tive in Wisconsin and Ohio radio 
circles, has joined National Re- 
cording Company, Chicago, as as- 
sistant to Richard Bradley, man- 
aging director. 


Ford & Damm Elected 


Ford & Damm _ Advertising 
Agency, Sacramento, has _ been 
elected to membership in the Af- 
filiated Advertising Agencies Net- 
work, San Francisco. 


| York, as controller. 
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Schroeder Appoints Iola Weaver Rejoins Hills Street Railways Advertising Com- 
pany and George F. Stuhmer & 

Schroeder Bros., Inc., New York | Ralph R. Weaver, previously Co., Brooklyn, in executive capaci- 
wine and food importer, has Placed | with Hills Brothers Company, New| ties, has rejoined Hills as director 


its advertising with B. D. Iola , navtiat 
Company, New York. Newspapers | York, and more recently with|of advertising. 


and class magazines will be used. 
{ 


A Nationwide Sum 
vey of Radio end 
Electronic Techni 
cians’ Reading 
Habits sent free en 
request. 


Rau Joins Durstine 


T. Arnold Rau, recently with the | 
WPB, and formerly in charge of 
accounting for Batten, Barton, | 
Durstine & Osborn, New York, has 
joined Roy S. Durstine, Inc., New 


‘volves an oil formula which 


ves inferior sole leather now | 


railable for civilians the same 
earing qualities of the best sole 
lather untreated, WPB claims. 

Programs involving  specifica- 
pns for steel will go to the steel 


vision, and the container con-| 


vation program to the container 


ivision. Before closing up shop, | 
he conservation division issued its | 


inal list of scarce materials this 


veek. In the 14th and final com-| 
ilation, 42 materials were re-| 


noved from the acute shortage | 
lass, and 17 added. 

Though it said it was impossible | 
0 estimate what the situation on 
jaterials would be on V-E Day, it 
aid such materials as tin, sisal, 
rattle hides, anthracite coal, con- 
ainer board, paper and cotton | 


road woven fabrics will almost | 


ertainly be short. 


alker Joins ‘E&P’ 

Jerry Walker, former city editor | 
f the Knickerbocker News, Al- 
any, N. Y., has joined the New 
York staff of Editor & Publisher 
RBs Managing editor. Associated 
with E&P 15 years ago on a part 
me basis when the paper was 
rinted in Albany, Mr. Walker has 
fen with Albany newspapers for 


years. City editor of the} 


‘nickerbocker Press in 1931, he 
ontinued in that position when 
he Press and Albany News 
nerged, 


eK 


The Theatre 
attracts 


ja REATIVE | 
WEALTH 


Be ee 


‘rectly through 
HE PLAYBILL 


\lert forward-looking peo- 
« make up Creative Wealth. 
it are the top-ranking ex- 
utives and the buying lead- 
of this country. You reach 
m at the theatre through 
HE PLAYBILL. 


PLAYBILL, INC. 
NEW YORK 12, N. Y. 
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“BUSINESS 18 GOOD” 


When the old rubber stamp question, ‘how's business?” was put to a 
prominent advertising agency executive the other day he answered, 
"It’s good . .. it's too good. Have to be hanging out a ‘standing room 
only’ sign pretty soon’. He did express a good deal of concern though, 
about a problem that is common to every business man these days— 
getting enough of the right kind of people to do the jobs that have to be 
done. .. . In situations like this—and in any situation under every kind of 
business condition, it’s good io know that the sources to which you go for 
the material and the products upon which you depend to make your own 
business function, are able to—and do—think and act upon your prob- 
lems and your needs as intelligently as if they were their own. 
This is one of the reasons why Rogers engravings are seen reproduced 
over the names of the best known advertisers in practically all na- . Food 
tionally read publications ... month after month and year after year. 


ENGRAVING COMPANY 


Mastercraftsmen of Photo-engraving 
Adolph F. Buechele, President 


2001 CALUMET AVENUE + Phone CAL 4137 + CHICAGO, ILLINOIS 
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Big Food Firms 
Increase Co-op 
Ads with Stores 


New York, Oct. 12.—A sharp 
recent increase in the extent of co- 
operative advertising by large 
grocery manufacturers with their 
retailers is reported by trade lead- 
ers to ADVERTISING AGE. 

This trend has gone so far, 
especially with chain organiza- 
tions, it is said, that in one or 


two instances it already amounts} manufatturers did so. 


to rebates to favored distributors.| Meanwhile, GMA found, the! Corporation, Chicago 


Conditions are becoming similar,| proportion of medium-size grocery 
these executives pointed out, to|manufacturers ($5,000,000 - $10,- 
| those Which led to passage of the |e roner annual sales) which did 
federal Robinson-Patman “anti-|C0oPerative advertising with 


i ert -_ representative | Period, and the proportion of 
ae tia a | smaller manufacturers (under $5,- 
member companies, Grocery! 99 900) increased from 65 to 75% 
|Manufacturers of America, New) ig | ee amie d , ahs 
| York, found that in 1939 only 5 scien datas 

|31.6% of larger manufacturers | ‘ pS 

(with $10,000,000 and more an-| Joins Quarrie Corp. 

nual volume) engaged in coopera- Carroll Chouinard, formerly di- 
tive advertising with retailers, | rector of public relations for Mar- 
while in 1943, 62% of these large|shall Field & Co., Chicago, has 


1936 | stores, rose from 40 to 51% in this) 


Advertising Age, October | 


‘joined the staff of the Quarrie ~ 
vduestional|f4iram Walker 


| publisher, as 


itor. 


Grant’s office 
zuela. |. 


executive 


to J. Morris Jones, managing ed- Uses ‘Write Mo ‘a 


Wheeler to Grant 
Carl Wheeler, 


assistant 


re-| ‘Spirit,’ to support the 7 
with| ment V-Mail campaign a): thy 
Vene- | Sept. 15-Oct. 15 mail gift drive fo 


Letters’ Theme 
» Peoria, Tl., Oct. 12.—F; 


service|a “Write More Letters the 
detail manager of Erwin, Wasey| Boys” theme, Hiram Wa |_ , 
& Co., New York, has joined Grant| Sons, Inc., devoted major s) 1:¢ ;, 
Advertising, New York, as pro-|the latest issue of its house | yga, 
duction and traffic manager, 
placing Fred Hofer, 
in Caracas, 


servicemen overseas. 
Front cover of the con 


WILL IT BE A BOY OR A GIRL? 


MATERNITY} 


WARD 
No.3 


That's going to depend a good deal on the kind and 


gr Pace OP 
trai gee! Sea eats: 


amount of 


sales and educational work you do from now on, on the thousands 
of car dealers and automotive independent service outlets. 


There aren't going to be any “cut backs" in this branch of the 
industry, now or after the war. Here is where the approach of 


peace—and peace itself—will make things hum as 
even hummed before the war. 


Once more the automotive after-market will be cou 


they never 


nted in bil- 


lions of dollars. It's getting better every day. For the first time 
in history you have to make an appointment to get your car 


repaired. 


MOTOR AGE is carrying over 61°, more advertising this year 
than last—for the reasons given above. And the baby isn't even 


here yet! 


FIRST IN IMPORTANCE — Car Dealers and Independents 


MOTOR Abt 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 


A 
CHILTON 


Publication 


® 


2) ae at ty ty + 
4 


monthly publication reprod 
attractive, four-cOlor shot « 
Glenda Kelley, a bottling depar 
ment employe, writing a letter +, 
her husband, T/Sgt. Carter Kelle, 
who used to be with the firm 
G&W distillery until he entere; 
the service in 1942. The ba 
cover shows an official Navy pho. 
tograph of a young man engrosse; 
in a letter with the reminde; 
“Afloat or ashore there’s nothin; 
like letters from home.” " 

The “Spirit” reproduces officis 
instructions for mailing gifts over. 
seas and in a special page urge 
all workers to sit down, at once 
and write their relatives an 
friends in service. 

Although designed for employs 
readership, “Spirit” now is sent to 
800 servicemen around the world 
Its circulation is approximatel, 
3,500 copies, which are handed out 
at the plant gate as employes 
leave. ; 


FCC Approves Transfer 
of WLIB to N. Y. ‘Post’ 


The FCC has approved transfe; 
of ownership of WLIB, Brooklyn, 
to Dorothy S. Thackrey, owne: 
and publisher of the New Yor} 
Post, for a reported sum of $250,- 
000 (AA, July 24). The station 
operates on 1190 kc., 1000 watts. 

The new owner stated that “di- 
rectors of WLIB will include my- 
self as chairman of the board 
Elias I. Godofsky, WLIB president 
and general manager; Ted O 
Thackrey, editor and general man- 
ager of the Post; Paul Gould, vice- 
president and station manager of 
WLIB, and Marvin Berger and 
L. H. Cook of the Post, who will 
become secretary and treasurer of 
WLIB.” Mrs. Thackrey also said 
“We plan to make application fo 
the establishment of frequency 
modulation broadcasting, and pla! 
in due course to provide televisior 
and facsimile services .. .” 


Col. Shor Returns 


Lt. Col. George G. Shor has re- 
turned to his post as director ol 
plan and research of The Ameri- 
can Weekly after two years al 
Army service. 


Joins N. Y. Agency 

B. B. Young, formerly wit! the 
| Joseph Katz Company, Baltimore, 
|has joined the executive staff 0 
| Alfred J. Silberstein, Bert Gold- 
'smith, Inc., New York agenc: 


Hundreds of fine SCENIC aa 
chromes as well as man} 
types of subjects. Check ids 
file first. 


Write for FREE Stock List 


BFRED BOND 


1007 BROXTON @ LOS ANGE.5S * 
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4}though most “government” 
, ing during the war has 

ntributed by private indus- 
»ere are increasing indica- 
“;at the government will be 
‘antial buyer of advertising 
mmediately after the war, 
arly in attempting to mer- 
handise its surpluses. First sur- 
jus 2cvertising to appear was an- 
jouncement copy of the Defense 
biants Corporation in newspapers 
» couple of weeks ago, and as sur- 
Jus disposal swings into full op- 
more advertising activity 


bration, Te 
an b¢ anticipated. 
About a million dollars was 


pent in business papers after the 
4st war—when publicity failed to 
rove the surplus—and about the 
ame amount in newspapers, and 
+ is likely that the figure will be 
igher this time, because there is 
sore to sell, and many more cate- 
bories of products. At any rate, 
he business press thinks the vol- 
me will be substantial, and has 
brcanized a Business Press Advis- 


Re ames Es SR Sse oS 


ory Committee on Disposal of Sur- 
plus Government Property which 
has already developed a presenta- 
tion to show how the business 
press’ advertising columns can 
move surplus goods. 


“Kodak Salesman,” Eastman Ko- 
dak house organ for dealers, 
thinks its distributing organization 
can stand a little re-education in 
merchandising, and will shortly 
launch a new series of articles on 
display, sales and merchandising 
subjects by big-name experts in 
those fields. bee 

Because of space restrictions, 
The American Weekly passed up 
$6,000,000 worth of actual orders 
for 1944. 

* oo 

As now pianned, the forthcom- 
ing campaign, of the National As- 
sociation of Manufacturers (AA, 
Oct. 2) will say nothing about 
“free enterprise,” which for some 
years has been the dominating 


thought in NAM public relations. 
The campaign will emphasize that 
the people’s welfare depends on 
the productivity of our economic 
system. It would run in daily 
newspapers in all cities of 50,000 
and more population, as soon as 
the end of the German war is 
definitely in sight. 


To Miracle Adhesives 


Sanford G. Reynolds will join 
Miracle Adhesives Corporation, 
Newark, N. J., Nov. 1, as advertis- 
ing and sales promotion manager. 
He was formerly assistant public- 
ity manager, Universal Atlas Ce- 
ment Company, advertising man- 
ager of the Tile Manufacturers As- 
sociation, and in the sales promo- 
tion and advertising department 
of Johns-Manville Corporation. 


Promotes Rock Salt 


Use of Sterling Auger Action 
rock salt as a snow and ice re- 
mover during winter months is 
being promoted by International 
Salt Company, Scranton, Pa,, in a 
business paper campaign reaching 
grocers, hardware dealers and gas- 
oline service station owners. 


Wichita 


KF 


dl 
—Cessna Photo 


No ‘Skeletons’ in Boomtown’s ‘Closet’ 


onirg Wichita doesn’t hide its skeletons .. . 


elet; 


it’s these thousands and thousands of 
frames moving down the production lines that make Wichita the first city in 


¢ United States in factory wage-earner employment gains! It’s these wage-earn- 


Ss wl 


help make booming Wichita first in the great Southwest in sound, solid sales 


ns too, . . . Yes, Wichita has important money to spend, with its permanently- 
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ircraft industries and a steady backlog of agriculture and oil. 


Wichita is a Hooperated City 


Your sales gains in 
Wichita 
stick if you 
stick to that Sell- 


booming 


will 


ing Station in 
Kansas’ Richest 
Market — 

DAY & NITE 


Get the facts at any Petry Office. 


KFH 


WICHITA 


CALL ANY PETRY OFFICE 
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As a matter of fact-- 


by Judge Drumwagon 


No matter what results “readership sur- 
veys” show one thing is certain—and needs 
no surveying—that the weekly newsmaga- 
zines, The United States News, Time, 
Newsweek and Business Week, as a group, 
are widely read by the top management 
men of business. 


* 


Factual and factually written, free from 
fiction, froth and fun they have exactly 
nothing to offer to the dilettante, the frivo- 
lous-minded nor the professional escapist. 


* 


That this group of bread-and-butter maga- 
zines has become progressively more im- 
portant during the periods of world upheaval 
is indicated by the experience of at least 
one of the group. 


* 


The result of a quite unusual kind of survey 
made for The United States News (on its 
own subscribers exclusively) is, perhaps, a 
straw that shows the direction of an impor- 
tant readership wind. 


* 


About 3% years ago some 2400 paid sub- 
scribers of The United States News were 
asked (on a blind letterhead) to name, what 
to them, was the most important newsmag- 
azine in the country. And, not surprisingly, 
38% cast their votes for The United States 
News. 


* 


Now, 3’ years later, 2400 subscribers have 
just been asked (under similar conditions) 
the self same question. Again, not surpris- 
ingly, the vote was high. This time it tal- 
lied 53%. 

* 


If similar continuing surveys have been 
made by other non-fiction newsmagazines, 
the chances are good that all of this group 
have scored considerable gains among their 
own subscribers. 


x 


AS A MATTER OF FACT, this columnist 


would be willing to risk a modest wager on 
it. Would you? 


Judge Drumwagon’s column is sponsored 


’ , a . ’ a . , 
and financed by The United States News. 
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If it’s 
A TEST 


you want... 
& TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*jadependent Survey of Providence Bulletin 


The New 2faven Register 


Py Derren 


NEW HAVEN 


OWI Document 
Starts Dispute 


Over Secrecy 


Washington, Oct. 10.—OWI was 
hotly involved in a dispute with 
the Washington press corps this 
week as a result of a document 
distributed to 4,000 advertising 
people recently attempting to fore- 
cast adjustments which will be 
necessary in the government in- 
formation policy after V-E Day. 

Objecting to the confidential 
label on the document, newsmen 
insisted that a widely distributed 
document of this nature should 
have been released for the general 
public, and one newspaper, the 
Wall Street Journal, printed a 
summary of the report. 

The protest brought into ques- 
tion the entire procedure by which 
government agencies have passed 
out to large numbers of semi-of- 
ficial and unofficial groups pur- 
portedly off-the-record data about 
|forthcoming military and home 
| front problems, a procedure which 
| officials insist is necessary if these 
| volentany groups are to have suf- 


= 


ficient information to do their job. | 

The difficulty, it appears, results | 
from the reluctance of government 
agencies to make any statement 
publicly which may later embar- 
rass them. Since OWI is not a 
source of news itself, and speaks 
only for the agencies actually 
faced with the problem, it must 
go to the working agencies for in- 
formation. Because of natural 
bureaucratic caution these agen- 
cies are usually unwilling to com- 
mit themselves, so OWI must ask 
“speculative estimates” for its 
planning purposes, promising in 
turn that they will be used only 
for limited distribution. 


WPB Data Released 


In its V-E Day statement, OWI 
presented considerable data from 
WPB and other agencies on recon- 
version problems. Though much 
of it is common talk here, OWI 
Chief Elmer Davis points out that 
the government agencies might 
have been more reticent if they 
knew the material was for an 
authoritative announcement to the 
public. 

If OWI cannot hold such ma- 
terial in confidence, it is pointed 
out, the agencies would either 


An “Ace in the Hole” " Postwar Houston ! 

halter f 

# 
\ 


PEACETIME GAIN 
WARTIME NEED 


~~ 


turning out over 
supply. 


centration point. 


m 


Nee. 


Houston is at the center of the great synthetic 
rubber industry on the Gulf Coast, where more 
than $196,000,000 have been invested in plants 


Born of wartime need, Houston’s huge syn- 
thetic rubber industry will be a peacetime gain 
for this area and will help assure that America 
will never again be dependent upon the rubber 
tree for its rubber. 


The amazing development of the synthetic 
rubber industry in and near Houston is due to 
the many natural advantages and the tremen- 
dous raw material resources of this area. Buta- 
diene for synthetic rubber is made from petrol- 
eum. Texas produces 40 per cent of the coun- 
try’s petroleum, and Houston is the major con- 


secutive years. The 
hes kept poce with Houston's growth 
ond will continue to do so. 


through 


50 per cent of the nation’s 


Synthetic Rubber is one of Houston’s great | 
new industries. But it is only one of many im- 
portant permanent industries which assure the 
continued rapid growth and prosperity of Hous- 
ton, already the South’s largest market. 


First in this market in both advertising 
ond circulation for more than 31 con- 


Houston Chronicle 


R. W. McCARTHY 


S THE HOUSTON CHRONICLE 


¥ b - National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


Advertising Age, October 1) 94, 


make their statements so general 
that they would be of little value, 
or they would not make any at all, 
to the annoyance of admen who 
must plan far in advance. 

From the standpoint of news- 
papermen, the practice of provid- 
ing material in confidence to large, 
groups of people is strongly op- 
posed. For one thing, newsmen 
say nothing known to so many is 
confidential. Again, for purely 
professional reasons, they suspect 
the accuracy of anything which is 
passed out on the sly. 

Now that the beans are spilled 
on the V-E Day story, Mr. Davis 
says he will try to get clearance 
from the agencies for release of 
the full report. His staff, how- 
ever, is embarrassed by the mat- 
ter, and quietly worried that 
OWI’s working arrangements with 
other government agencies will 
suffer. 


Barnes Heads Sales 
of Mutual Network 


Z. C. (Jess) Barnes, an execu- 
tive in the sales department of 
Mutual Broadcasting System for 
the past two 
years, has been 
appointed sales 
manager of the 
network, re- 
placing Edward 
Wood Jr., who 
has resigned. 

Prior to join- 
ing Mutual, Mr. 
Barnes was 
vice - president 
of Outdoor Ad- 
vertising Incor- 
porated, New 
York, and before that was with 
J. M. Mathes, Inc., General Out- 
door Advertising and Thomas A. 
Edison, Inc. 


Z. C. Barnes 


Heads Monogram Adv. 


Harry Goldstein, manager of the 
M&P Franklin Park theater, Dor- 
chester, Mass., has joined Mono- 
gram Pictures as national pub- 
licity and advertising director, 


How a Ge Mew Comecing? 


Te help cor many contemer-triends ead dictribeter: 
this sacond Del Mate ropert ou cameed frat wad wegen yo 


INFORMATIONAL — Continuing ij; 
policy of keeping housewives informe 
about the food situation, Californi, 
Packing Corp. placed this 1,000-lin 
copy in 450 newspapers across th 
country during the week of Oct. 2 « 
report on canned fruit and vegetabe 
prospects. McCann-Erickson, San Fran. 
cisco, is the agency. 


WIND Boosts Walsh 


Howard S. Walsh, member ¢ 
the sales staff of Station WIND 
Chicago, has been promoted t 
assistant sales manager. 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


with headquarters in New York. 
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a Shreveport Times Station 


SHREVEPORT, LOUISIAN 


THE 


BRANHAM CoO. 
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eng? CES Study Shows 
= §Gain of 3,700,000 
- ~ By. S. Radio Homes 


York, Oct. 10.—Despite the 
essation of radio set manufacture 
n \Moy, 1942, because of the war, 

ationwide growth of almost 
700,000 radio homes since the 
, of April, 1940, is indicated 


7 =: N 


“3 i analysis of available data 
eS by the CBS research department. 
et Significant changes in the county- 
a py-county patterns of radio own- 


ership in this country since the 
— census have been compiled in a 
Seis study, “U. S. Radio Ownership, 

1944,” to be released by CBS for 

yse by marketing experts. 

This increase in set ownership 

was made possible, CBS says, 
uing ii; fmm thr igh stored-up production of 
informe 13,000,000 radio sets in 1941 and 
Californs the pooling of some 20,000 sec- 
1 .000-lin mdary sets, “many of which be- 
‘HM came primary sets in new family 


cross th riage 
Oct. 2 me UNS. s th d 
vegetabi In preparing e study, CBS 


San Fray. fae st established a new figure for 
the total families in each county 
through population data given for 
war ration book No. 4 and a sta- 
+] tistical analysis of census data. 
mber wie state data was acquired 
: WINT through studies of the locations of 
noted 4 var industry centers and _ such 
srowth factors as the increase in 
ndividual income payments, in- 

—————@ reased telephone ownership and 
ie he growth of electrically - wired 
SS iomes. New radio family figures 
“me or each county were then derived 


r~ rom an examination of the in- 


ernal growth patterns in each 


—____.. 


tate. 

CRip Tables released in the study) 
how population, families and 
‘adio ownership for each of the 48 
states and the District of Columbia | 
with totals for each geographic | 
area, 

| 

| 

| 


Adam Hats to Buchanan 


Adam Hat Stores, New York, 
which has been working through 
Buchanan & Co., New York, in 
placing “Joe and Asbestos,” five- | 
minute daily transcription series | 
on 100 or more stations, has | 
shifted its entire account from 
Glicksman Advertising Company, | 
New York, to Buchanan. Start of | 
the transcribed comic strip series 
has been delayed, but details may 
be announced in several weeks. 
Buchanan will place Adam Hats’ 
regular advertising in magazines, 
nn posters and additional 
radio. 


Hershey Resigns 


pete M. S. Hershey, founder of Her- 
s shey Chocolate Corporation, has 
; resigned as head of three of his 


enterprises: Hershey Industrial 
School, the Hershey Trust Com- 
ase bany, and the Hershey Foundation. 
He will remain a director in each 


—the ‘nd has appointed P. A. Staples, 

Ark an associate for 61 years, as his 
successor. 
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Sullivan, Rayhawk Form 
Research Company 


Dan Sullivan and Arthur L. 
Rayhawk, under the company 
name of Sullivan-Rayhawk, have 
established a market research or- 
ganization in Pittsburgh. The com- 
pany, which has opened offices in 
the Oliver building, offers a com- 
plete market research service. 

Mr. Sullivan has been advertis- 
ing promotion manager of the 
Pittsburgh Press for the past 15 
years and is also an instructor in 
advertising at Duquesne Univers- 
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ity. Dr. Rayhawk for the past 30| of small-size announcement ads in | Illinois Can Company and its par- 
months has been with WPB first) 12 leading markets. The drive| ent company, Owens-Illinois Glass, 
as research consultant, plumbing | started the first week in October.| to be acted upon by these compa- 
and heating division, and later J. Walter Thompson Company,| nies at Toledo Oct. 20. 


deputy chief, general research} New York, is in charge. 

staff. Before joining WPB, he was | -  ———_____ 

head of the management depart- | . 

ment, school of business admin- Continental Can 

istration at Duquesne and director |to Buy O-I Can 

of the school’s research division. Continental Can Company has 
, | voted to purchase assets and busi- 

Brillo Is Back iness of Owens-Illinois Can Com- 
To advise housewives that Brillo| pany, in operation since 1937 with 

cleanser is again available for) plants at Baltimore, McKees Rocks, 

home use, _Brillo Mfg. Company, | Pa., and Chicago. The sale is sub- 

Brooklyn, is running a campaign| ject to formal approval of Owens- 


| 


Stewart to McGillvra 

Jack Stewart, former general 
manager of Station KCMO, Kan- 
sas City, and previously vice- 
president and general manager of 
Station WCAO, Baltimore, has 
joined Joseph Hershey McGillvra, 
Inc., station representative, as 
manager of Chicago operations 
and as an associate member of the 
company. 


“You Learn a Lot in a Foxhole” 


ro 


&@ 


LS 


I 4 
4 Oh hE 


Producers of Fine FULL-Colored 


FOLDERS - BOOKLETS 
BROADSIDES - CIRCULARS 
PACKAGE INSERTS - POSTERS 
STREAMERS - DISPLAYS, etc. 


FREE-W today for your free 

copy of our 28-page book, 
“The Value and Patriotic Use of FULL 
Color.” It describes the extra advantages 
of FULL Color and tells how to get 
effective results at low cost. Packed with 
helpful information. Send request to 
Dept. AA104. 


“is cooped up in this lousy foxhole has taught me plenty . . . the 
importance of having guns and ammunition that don’t misfire . . . 
of shooting straight . . . of hitting the target . . . and of making every 
bullet count. Yes sir, a guy learns a lot in a foxhole, a lot he can use 
when he gets back home, too.” 


We think the lad has something there. Take today’s selling job, for 
example. Here’s where you really need weapons and ammunition that are 
sure-fire, shoot straight at the target and make every shot count! That 
means outstanding advertising material to back up your other efforts. 


Progressive executives know that the way to make advertising material 
get 100% attention, do a real selling job and lick competition is to use 
FULL Color—with an eye to its utility as well as its ability to attract. It’s 
a safe bet that every form of printed message will turn to color. With 
competition as color-conscious as it will be, therefore, nothing less than 
FULL Color will do the trick for you. 


Plan now to get your share of the new business ahead with FULL Color 
folders, booklets, circulars and broadsides produced by Stecher-Traung. 
Our “gang run” method gives you the many sales-clinching benefits of 
FULL Color at a price comparable with that usually asked for two-colors! 


STECHER-TRAGNG 


LITHOGRAPH CORPORATION 


Rochester 7, N.Y. « San Francisco 11, Calif. 


Offices in Principal Cities 
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WTSP Appoints Rambeau | McDonald to Seattle 


William G. Rambeau Company, Roy M. McDonald & Co., 


tion WTSP, St. Petersburg, Fla. 


pub- 
Chicago, has been appeinted na-|lishers’ representative, San Fran-| Packaging Institute will be held 
tional sales representative for Sta-| cisco and Los Angeles, has opened | Nov. 
|a Seattle office at 1411 Fourth Ave. 


‘Packaging Men to Meet 


The sixth annual meeting of the 


1 and 2 at the Hotel New 
Yorker, New York. 


youR 


MEET 
100 STRUCTION MA 


AMERICAN 
SOCIETY OF 


w INTIMATELY 


e e e When you approach him on an 


acceptable social and business basis in the magazine where 


‘i . . . 
a he fraternizes with the top-flight men of his profession— 
_ all Civil Engineers of highest standing, and necessarily 


all in active practice. 


In no other publication can you find a more attentive 
audience for your equipment advertising message. CIVIL 


No marketing program for equipment can be considered 
complete that does not provide for an adequate cam- 
paign in the essential, personal magazine of this impor- 


4 tant construction group. 


4 wait for our representative to call. 
_ 4 New York 18, N. Y.— 33 W. 39th St. 

sl Chicago 6, IIl.— 205 W. Wacker Drive 
Los Angeles 13, Calif.— 832 W. 5th St. 


Sell the 


Man RESPONSIBLE for the 
Project through 


ENGINEERING is the official organ of the key-men 
in the construction field—their meeting place for the 
exchange of ideas. This is your medium for meeting the 
membership of the society in their monthly forums. 


‘és — 
For Detailed 
Reference Data 


THE MARKET 
DATA BOOK 
Business 
Publications 
Edition 


@ ’Phone our office if you require further details and cannot 


CIVIL ENGINEERING 


PUBLISHED FOR AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
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Advertising Age, October 16. 


Blue Book Shows 
How Ads Solve 
40 War Problems 


New York, Oct. 12.—Forty-eight 
of 77 advertising campaigns repro- 
duced and described in the 1944 
war edition of “The Blue Book’”’ 
of the Bureau of Advertising, 
American Newspaper Publishers 
Association, were intended pri- 
marily “to inform, to instruct or 
to inspire, rather than to sell a 
product.” 

From more than 250 entries by 
agencies and advertisers, cam- 
paigns of 75 advertisers and 56 
agencies are covered. Industrial 
advertising, which has expanded 
rapidly during the war, is repre- 
sented by 11 campaigns, followed 
by the automotive and alcoholic 
beverage industries, with nine 
each. Then come grocery products 
and transportation, seven each; 
and financial, drugs and toilet 
goods, insurance, housing equip- 
ment and supplies, public utilities, 
electrical appliances, and radio 
sets. Campaigns by the federal 
government and the American 
Fat Salvage Committee also are 
included. 

On a page opposite a group of 
ads of each campaign, are de- 
scribed the problem, the method 
and the results. In the back of 
the book is an index of 40 wartime 
problems, referring to _ specific 
campaigns intended to meet them. 

Among these problems—or “rea- 
sons” for wartime advertising—are 
absenteeism, blood donations, 
brand maintenance during short- 
ages, civilian defense, conservation 
of food, fuel, rubber, ¢ransporta- 
tion facilities, etc., dealer main- 
tenance and morale, employe 
morale, inflation, manpower for 
agriculture, the armed forces and 
industry, new customers, postwar 
planning, rationing, timing adver- 
tising with the news, victory gar- 
dens, and war bonds. 


|ment of Quaker 


“News-timed” campaigns, for 
example, include Anthracite In-| 
dustries, Atlantic Refining, Mac-| 


fadden Publications, Nat 


Nal 
Distillers, New York Centra]. ile 
bury and Texas Company. ‘hj; 
teen case histories of plan: -cit 


promotion are included. Six 
paigns are devoted to introdu:t; 
of new products. 


Store Greets St. 
Louisans Overseas 


in Foreign Papers 


New York, Oct. 11.—Stix, Boer, 
Fuller, St. Louis department 
is using space in papers whe 


available in all parts of the wopj 
to extend greetings on the store’ 
53rd anniversary to St. Louis me 
and women overseas. 

Quarter page or smaller inser. 
tions headed “Hey, Yank, are yoy 


from St. Louis?” are scheduled t 
run this month in newspapers j 
Alaska, Central America, Britis: 
West Indies, Hawaii, Newfound. 
land, France, India, Iran, Iraq, 
China, Egypt, Australia and New 
Zealand. 

Irwin Vladimir & Co., 
York, is the agency. 


New 


Jeffries, Dennis Merge 


W. C. Jeffries Company, Lo: 
Angeles agency, has consolidated 
with Robert F. Dennis, Inc., also 
of Los Angeles. Mr. Jeffries has 
been appointed vice-president of 
the Dennis agency. 


Hayward to Powers 


“H. M. Hayward, formerly with 
the sales and advertising depart- 
Oats Company, 
has joined E. J. Powers Company, 
Chicago publishers’ representative. 


PACKAGE DESIGNER 


Experience necessary to design pack- 
aging for mail order house for mer- 
chandising and retail sales. State 
A seeeaacaee in full and salary de- 
sired. 


Box 5136, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Illinois 


be cia 


“Farmers 


From dawn to dusk, through weather 
fair or foul, the Peoriarea Farm Army 
goes unwaveringly about its job of 
food production. The broad, fertile 
acres of Peoriarea produce wealth that 
makes this an outstanding market. 


NO RECONVERSION 
IN PEORIAREA 


Like Peoria industry, 


Peoriarea 


substantial returns indefinitely. 


WMBD blankets rich, 


Mevone Pep eremieer es 


Cultivate this rich, thriving market now. 


responsive 


low cost — complete coverage. 
FREE o PETERS W171 


An 


agriculture is diversified. 
like the products of Peoriarea factories, the produce of Peoriar 
farms is the same in war or peace. 


It will continue to ¢! 


Peoriarea one medium, 0 


PEORIA BROADCASTING 
PEORIA 2, ILLINO 
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Department Store 
Heads Shown Use 


Ni -City 
. Jam. crs 
v= fof Video Programs 
schenectady, N. Y., Oct. 10.—To 
nov ow department stores can 
4 itilive television on either a closed 
‘rcu.t internal system or on a 
eds egula telecast station, a program 
made up Of five commercials was 
. here recently over Gen- 
ers electric Company’s station, 
rl presentatives of more than a 
abe of leading department stores 
tbr ll sections of the country 
‘ a ed the special hour-long 
is men am, which depicted an aver- 
, noe American family viewing their 
inser. aelevision receiver set which 
re yo rought the various sales messages 
iled to into their home. 
B, ithe Use Powers Model 
found. IM United States Time Corporation, 
Irag Mmaker of Ingersoll and _ other 
d New Mwatches, provided one-minute time 
signals at the start and finish of 
New Mthe show. McCall Corporation 
cooperated by putting on a home 
sewing demonstration. Employing 
a Powers model, Elizabeth Arden 
e staged a demonstration of the 
y, Los ggctanges in styles and trends in 
lidateg make-up. Textron, Inc., presenting 
c.. also pe contest, explained the quality 
ies haseontrol possible in manufacturing 
lent of Meue synthetic fabric, Textron. The 
Villiam Carter Company “sold” 
by clothes with a pantomime 
stit. In addition, to demonstrate 
yw stores could employ televi- 
y with son for institutional advertising, 
depart- Henployment recruiting and to im- 
mpany,{™mpove employe relations, three 
mpany, 1e-minute films of Blooming- 
ntative, HBale’s were televised. 
—— Department store officials were 
———, Mvelcomed by station officials and 
Joseph P. Kasper, president of 
NER the Associated Merchandising Cor- 
1 pack oration, which ceoperated with 
* oe VRGB in preparing the program. 
iry de- —_—_—_—_—_—__— 
Yuin |PMiles Labs Opens 


ost Extensive 


xport Campaign 


Elkhart, Ind., Oct. 11. — Miles 
Laboratories, Inc., has released its 
Jargest export campaign for Alka- 
seltzer, covering all Latin-Ameri- 
‘an countries, the West Indies, 
ewfoundland and South Africa. 


$ 


“Ng The campaign, which will run 
is hrough a full year, will employ 
* i 6 newspapers, 17 magazines, and 


3) radio statiens. Space insertions 

{7 and 16 inches in newspapers 

vill feature Alka-Seltzer’s “double 

Me relief,” and will be tied in with 
‘ Song commercial to be used on 


* 


ments daily. In addition, a five- 
unute radio show is being worked 


ut 


4 
*, 
Mree to 10 radio spot announce- 


Export Advertising Agency, 
ew York, is handling the ac- 
count, 


including field management, aircraft 


mar 


Fixe 


J ase Operators, and the require- 
ment 


ince, the sales and service of 


! commercial airlines, is a dis- 
ment of the aviation industry. 
purchasing power of this vast 
s the specific audience of the 


iness paper 


" AIRPORTS 


‘i ‘MIRE PUBLISHING COMPANY 
' Broadway, New York 1, N.Y. 


RCA Appoints Two 


David J. Finn has been ap- 
pointed Chicago district manager 
in charge of sales and distribution 
for Radio Corporation of America. 
James W. Cocke has been ap- 
pointed to a similar position in the 
Dallas-Atlanta region. 


Globe Appoints Hutzler 


Globe Industries, Dayton, O., 
designer and manufacturer of elec- 
trical and electronic devices, has 
appointed Hutzler Advertising 
Agency, Dayton. 


Oct. 16-18. Life Insurance Ad- 
vertisers Association, national con- 
vention, Hotel Pennsylvania, New 
York. 

Oct. 17-18. Inland Daily Press 
Association, wartime business con- 
ference and annual meeting, Hotel 
Sherman, Chicago. 


Oct. 19. Audit Bureau of Cir- 


culations, annual meeting, Stevens 
Hotel, Chicago. 

Oct. 25-29. 
ers Association, annual convention, 
Edgewater Beach Hotel, Chicago. 

Nov. 8-1. Association of Cana- 
dian Advertisers, annual meeting, 
Royal York Hotel, Toronto, Ont. 


KARK Promotes Haas 


Julian F. Haas, for the past two 
years publicity and prometion di- 
rector of Station KARK, Little 
Rock, Ark., has been appointed 


commercial manager. He succeeds 
C. K. Beaver, who becomes assist- 


Financial Advertis- | 
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ant general 
| WOAI, San Antonio, Tex, 


F airchild Appoints 
Silverberg, Nelson 


| Carol Silverberg, formerly pro- 
motion manager of Retailing Home 
Furnishings, New York, has been 
appointed promotion manager of 
Women’s Wear Daily. Both are 
Fairchild publications. 

She will be succeeded by Bea 
Nelson, former advertising man- 
ager of Interstate Department 
Stores. 


NC 
f AVIATION EQUIPMENT, AVIATION 
4 T REDBOOK, AIRPORTS DIRECTORY 


manager of Station 
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Publicists Elect Goebel 


Richard E. Goebel, president of 
Pacific Coast Advertising Com- 
pany, San Francisco and Los An-| 
geles, has been elected vice-presi- 
dent of American Public Rela- 
tions Association, Washington, | 
D. C., representing 
Coast states. 


“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— 


the sensational descriptive booklet of 
the Buildifig Market. Contains informa- 
tion impartially presented that's easily 
understood about the building that all 
the talking is about. 


Send for a copy of this booklet, just 
off the press, or ask your advertising 
agency about it. 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


the Pacific | 


'thin air when a careful check was 
|made of advertised and publicized 
|claims of manufacturers, 


‘Miracle Home’ 
Promises Vanish 


When Investigated 


Cleveland, Oct. 10.—Most “mir- 
acle home” dreams vanished into 


in << 


Hart, vice-president and _ sales 


/manager of the building materials 


department, Johns-Manville Cor- 
poration, last week told the Home 
Builders’ Association of Greater 
Cleveland. 


The public, said Mr. Hart, has| 


had its interest aroused with such 
postwar promises as lights without 
wires, flexible plumbing and in- 
numerable automatically-operated 
gadgets, but a check of 87 manu- 
facturers involved revealed that 
all but two had nothing more con- 
crete to offer than additional 
models and improvements. The 
other two failed to respond to in- 
quiries. 

“If the public continues to be 
misled—unless it is awakened and 


disillusioned—the home building | 
industry faces a setback that will | 


take two to three years to over- 
come,” he declared. ‘‘The tremen- 
|dous, pent-up demand for new and | 
| remodeled homes must not be 
hampered by foolish writers and 
advertising men.” 

Home builders have nothing to 
be ashamed of, Mr. Hart said, add- 
ing that the American home has 
advanced in the past quarter cen- 
tury as rapidly as the automobile, 
airplane and radio, and that it will 
continue to progress in postwar 
years. 


Joins Home Products 


F. Stoddard Drake, formerly in 
the advertising and promotion de- 
partment of Procter & Gamble 
Company, Cincinnati, has joined 
Home Products Sales Corporation, 
New York, as sales manager. The 
company handles sales for Tumbo 
puddings and Cocoa Marsh choco- 
late syrup, products of Taylor- 
Reed Corporation. 


Seeks FM Outlet 


Keystone Printing Company, 
Waukegan, IIl., publisher of the 


News Sun, has applied for FCC 
permission to construct an FM sta- 
tion at Waukegan. 


Imagine the WORLD Coverage Here ! 


foe. ee _ =e eas 
Wherever oil is produced—wherever refined—there the [Forts 1938 1939 1940 1941 1942 1943 1944. 
men who buy and operate the business, receive and read 2S. 
WORLD PETROLEUM. Fane 
6800 
For fourteen years this magazine has served the Inter- 6000 
national Petroleum Industry and it is recognized as the 5500 
outstanding publication in this field. seco of 
pees —~ 
With four foreign offices and correspondents around the 3500 —" 
globe, WORLD PETROLEUM is “International” not only | 3000 L 
in coverage but editorially as well. For it is published by 
men who know the International field, men who are in 
daily contact with the export side of the industry, men frases 1938 1939 1940 194i 1942 1943 1944 
who reside in these countries where oil development is ao Fa 
most active. od 
50 
45 
Whether oil is produced here in the U. S. A. or in Baku bo oa 
or Ploesti and wherever it is refined—the men who buy 30 Pei 
the equipment to drill, the machinery to refine, the power ” ef 
and lines to transport—those men are the readers of om A 
WORLD PETROLEUM. They are the men you need to sell n or, x ae 
if you are going to get your share of this World Wide ° 


market. 


WORLD PE 


2 WEST 45TH ST.@eNEW YORK 


READ BY OIL EXECUTIVES EVERYWHERE 


TROLEUMs 


19, N.Y. 


ns ; 


UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 


‘Council Guide 
Renews Fight 
on Inflation 


New York, Oct. 12.—Coincident 
with the launching of OPA’s “gro- 
cer-consumer anti-inflation cam- 
paign” (AA, Oct. 9) the War Ad- 
vertising Council released this 
week, 
Office of Economic Stabilization 
and OWI, a new campaign guide 
on the fight against inflation. 

Fred M. Vinson, director of OES, 
is quoted as saying that “adver- 
tising has been of inestimable 
service in informing the public of 
runaway prices,’ but the guide 
emphasizes that, with more money 
to spend, “while the supply of 
goods remains limited, inflationary 
pressure is growing steadily.” 

Reproduced are four ads spon- 
sored by the Magazine Publishers 
of America, as part of their con- 
tinuing anti-inflation campaign. 
The guide also presents copy sug- 
gestions and layouts for news- 
papers, magazines, car cards, post- 
ers and radio. 

Underwritten by the Borden 
Company, the guide was prepared 
by Batten, Barton, Durstine & Os- 
born. Stuart Peabody of the Bor- 
den Company is council coordina- 
tor on finance campaigns. Herman 
Hettinger, Crowell- Collier Pub- 
lishing Company, is campaign 
manager on economics stabiliza- 
tion, and Douglas Meldrum, coun- 
cil staff manager. 


Two Join ‘Airways’ 

Larry Nixon, formerly assistant 
to the publisher of Billboard, and 
Harold L. Dawson, former adver- 
tising director of Dell Publishing 
Company, New York, have joined 
the Henry Publishing Company, 
New York, as editor and advertis- 
ing director, respectively, of Air- 
ways, new publication for airline 
passengers. 


in cooperation with the 
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41 States to Give 
Thanks Nov. 2°: 
Eight on Nov. 20 


New York, Oct. 10.—On|; 
bstates will observe Thank ivine 
Day on the traditional last | yy. 
day in November this year, Acq. 
ciation of National Adverti: 
found in a survey of ‘governor, 
Forty-one will celebrate Thank. 
giving on Nov. 23. The totaj 
49 because Georgia will obsepye } 
on both dates. / 

The Nov. 30 group is composg 
of Arkansas, Florida, Georgi, 
Idaho, Nebraska, Tennessee, Tey; 
and Virginia. 

A federal law, passed 0; De 
26, 1941, the ANA explained, 
rects the President to fix the das 
of Thanksgiving as the four 
Thursday in November. In 194 
and in 1945 there are five Thun. 
days in November. From 19 
until 1950 there are only foy 
Thursdays in that month and } 
those years all states are expect; 
to observe the same date. 


eight 


‘Better Farms’ Moves 


Better Farms, Pulaski, N. Y., hx 
moved its offices to 2 Salina St 


SALES REPRESENTATIVE 
controlling 
PHOTOGRAPHY, ARTWORK 
RETOUCHING & LAYOUTS 


for organization having complete 
facilities under one roof. 


Outstanding service and work. Salary 
and commission or profit-sharing ar- 
rangement. 


TEXCRAFT STUDIOS 
23 East 26 St. New York City 


will 


in the 


Blanket coverage of this 
Gazette's circulation: 


440,770. 


we 


over 130,000 Daily, over 80,000 Su Y. 
City Zone Population: 235,125. City and Retail Trading 2° °*' 


WonrcestTeER’s 47.9% oF 
HOME OWNING FAMILIES 


(Fact Finders Associates, Inc. Survey) 


Of Worcester’s home owning fam: es, 
43.4% will paint their houses, 10..'« 
will insulate, 7.6% will reroof, 43 
redecorate. 
scores of such facts found in this ! 
“The Post-War Buying Plans of Fam) °s 


Arm yourself wth 
k 


Worcester Area” from a sur °y 


by Fact tidans Associates, Inc.— an outstanding and cor 
hensive study of Central New England’s ace market. 


market is available with the Teles’ 


th: TELEGRAM -GAZET 


_  woncesre R, MASSACHUSETTS L 
a GEORGE F BooTH Pubiisher- 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENT: 


OWNERS of RADIO STATION WTAG 
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glifornia Sets 
p New Tourist 
ndustry Group 


10.—Plans 


san Francisco, Oct. 


i. 1B or tne restoration and expansion 
t 1m 8M the tourist industry in Cali- 
Ly Aw" forn'a as a vital part of its post- 
Is s has “ar economic recovery were an- 
Vernon fagpounced recently by the State 
T = econ. .ruction and Reemployment 
total kiggcomm:ssion. 
bse = aD intment of a project com- 
] jittee, which will serve under the 
_ sitizens’ Advisory Committee on 
re? industry, was revealed by Col. 
1 slexander R. Heron, director of 
-? the commission. Elliott M. Ep- 
on Delgpteen, San Francisco, attorney for 
ined, g.jggne San Francisco Advertising 
the dafmgclub and general counsel for the 
> er Redwood Empire Association, has 
In 19ujmmeccepted the chairmanship, Frank 
e Thun.Esimpson Jr., president of the 
ym jggfmmsouthern California Hotel Associa- 
nly foyimmtion will serve as advisor to the 
1 and ommittee. ; 
expectefag Colonel Heron pointed out that 
“Bithere is much to be accomplished 
in the restoration of California’s 
tourist industry. He said: 
eS ‘In 1940 we actually had more 
T. Y.. halggpeple employed in this industry 
ina St. ggtran in manufacturing. During 
; the economic changes brought 
———B out when California adapted 
———%ic:elf to wartime tasks, the tour- 
\TIVE it industry virtually disappeared, 
Is postwar revival will result in 
enployment opportunities not only 
i) lines directly serving tourists, 
aK bit in numerous allied services. 
TS “Among the advantages which 
tle state will gain by the promo- 
ympletel@.... and still greater expansion of 
this activity is the return of a cash 
k. Salary tusiness serving approximately 2,- 
F ()0,000 customers annually. The 
ering af Mow money from this source finds 
its way into all channels of trade.” 
8 - Fleischmann Extends 
or 1 


a 


13 


lec 
Su 


Drive to 12 States 

Fleischmann Distilling Corpora- 
tion, New York, is extending its 
current newspaper campaign for 
Preferred blended whisky into 12 
monopoly states where the product 
isnow distributed. Copy is to run 
in 24 newspapers in 22 cities. 

With this extension to 12 states, 
the brand is available to consum- 
ers on a national basis. The agency 
is Ted Bates, Inc., New York. 


Wilcox Leaves JWT 


Alfred F. Wilcox has resigned 
from the copy staff of J. Walter 
Thompson Company, New York, to 
devote full time to his own agency, 
operating since Jan. 1 at 189 W. 
10th St.. New York. The agency 
handles industrial and technical 
accounts, 


This 
will interest 
the COPYWRITER 
we 
are seeking 


We need a man who can carry a 
load with confidence; who writes 
wit clarity and imagination; 
wh is acquainted with good 
“gency practice. Because he will 
be expected to work with clients, 
he must have the quality of 
aude tability. 
location is Philadelphia. 
‘Se man for whom we are look- 
‘“e¢ will like Philadelphia as a 
pla to live. If he has a couple 
all children, which we hope, 
iil like it even better. He 
bt ike the Philadelphia Orches- 
tr the countryside, congenial 
pe ® He will like New York 
refer to have it an hour and 


a if away. 
‘at do we offer First a 
“ salary. Then responsibility, 


cheerful cooperation from a 
ul group. Also the opportu- 
to build for himself a sub- 
= =place in aie growing 
ess and share in the results 
‘y achieve. 

ters will be held 
fence. Do not let 
you from writing. 


in strict 
distance 


1 8 WALNUT STREET 
Pr ‘LADELPHIA 2, PA. 


Mid-South Dailies Named | 


Mid-South Dailies; Memphis 
publishers’ representative, has 
been appointed national advertis- 
ing representative of the Post- 
Athenian, Athens, Tenn. 


Bendix Boosts Wall 


Ralph Wall, a memper of the 
Pacific division sales department, 
Bendix Aviation Corporation, 
North Hollywood, Cal., has been 


New Direct Mail 
Methods Sought 
at DMAA Meeting 


New York, Oct. 10.—Aiding the 
reconversion process through new 
methods in mailing list and mail 
order techniques, will be the aim 
of discussions at the Direct Mail 
Advertising Association’s 37th an- 


promoted to assistant sales man- 


military aircraft sales. 


ager of the division in charge of| 


nual meeting here Oct. 20. 
James S. McCullough, advertis- 
| ing manager, Yale & Towne Mfg. 


Company, Philadelphia, will speak 
ion “Sparking Printed Promotion 
During the Reconversion Periods”; 
industry’s public relations and per- 
sonnel problems will be discussed 
by K. C. Pratt, House Magazine 
| Institute, New York, and editor of 
| Stet; and F. H. LaGuardia, mayor 
of New York, will address the 
meeting on “How New York Will 
Lead in Postwar Marketing.” 
Winners in the ‘50 Direct Mail 
Leaders” contest will be an- 
nounced at the meeting by How- 
ard Korman, president of DMAA 
and manager of merchandising and 


57 


sales promotion, McCann-Erick- 
son, New York. Sponsored by 38 
advertising and graphic arts 
groups, the one-day meeting also 
will include discussion of produc- 
tion, research, post office service, 


mail order, mailing lists, house 
magazines and industrial adver- 
tising. 


Places Ignition Account 

Standard Motor Products, New 
York, manufacturer of standard 
and Blue Streak ignition parts, has 
placed its account with Reiss Ad- 
vertising, New York. 


| 
| 


what 


i 
j 


old favorite brands. 


e@ Alert advertisers know they 
tO win post-war consumer m 


where consumers meet retailers. 


IS & GILMAN 


NEW YORK 


Theyve got 
it takes! 
‘te a 


oe, 


THE NABORHOOD RETAIL SHOPPING CENTER, 
WHERE AMERICA BUYS 98% OF ITS FOOD, 
85% OF ITS DRUG PRODUCTS, IS THE MOST 
LOGICAL SPOT FOR YOUR CONSUMER ADVERTISING. 


e@ Now is the time to re-sell America’s great consumer market. 
Retail shelves left by famous pre-war products are rapidly filling 
with fast-moving newcomers. Already many people have forgotten 


must add extra pressure to their 


advertising campaigns if they are to compete in the mad scramble 


arkets and dealer cooperation. 


Criterion makes it possible to apply this extra pressure close to 


@ Criterion is a direct hard-hitting sales and advertising service. 


CRITERION SERVICE 


BOSTON 


It works where other consumer advertising cannot work —right in 


the naborhood shopping centers where people must buy. On a 


national basis, Criterion Displays cost only 11¢ per panel per day. 


Prince Albert, etc. 


All advertising reaches people but Criterion reaches people when 
they shop. That is why it continues doing an effective job for 
such leaders as — Pillsbury, Ralston, Heinz, Hiram Walker, 
Wrigley, Bond Bread, Swan, Tip Top Bread, Camels, Wheaties, 
Kre-mel, Dr. Swetts, Armour, Dazzle, G. Washington Tobacco, 
O. D. 30, Miller Beer, Nadinola, Quality Bakers, Alaga Syrup, 


CHICAGO 


The first step 
(nt Any Consumer 


campaign 
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HELP WANTED HELP WANTED | HELP WANTED 


7,7 Advertising salesman for daily with ACCOUNT EXECUTIVE to join rec- Advertising man with cata! expal 
The Advertising Market Place 33,000 circulation. A replacement |ognized medium size Chicago Agency | rience for mid-west whol @ dis! 


now open for a top man. Real op-|in a new business development ca-|tributor of appliances, ho 


: : War 
The rates for this department are as follows: “Help Wanted,” portunity. Active advertising list.|pacity. Must have Agency experi- and gen. merchandise. Tot Cs 
“Positions Wanted,” “Representatives Wanted,” and “Represen- Layouts and copywriting essential. | ence, excellent references, good con- plete charge of catalog pr: hyo, 
tatives Available,” 50 cents a line, minimum charge $2. Terms Recognized market, modern plant,|tacts and strong sales ability. Give | in all its phases, inel. cireu ty 
cash with order. All other classifications (single insertion rates): friendly staff. Resume of experienee,|complete information first letter.| paper copy,. Sales corres} dena 
% in., $3.50; 1 to 3 in., $6.50 per inch. age, draft status, ete., first letter.| Our Executive Staff is familiar with|etc. A definite postwar jo} wy. 
Pawtucket (R.I.) Times. this advertisement. All applications | stating experience and sa V os 
WORKERS SUBJECT TO PRIORITY REFERRALS will be kept in strictest confidence. | pected to Continental Dist - 
MUST BE CLEARED BY THE USES OR OTHER WANTED Box 5032, ADVERTISING AGE °*|N. 3rd St., Milwaukee, Wisco. <j) 
AUTHORIZED CHANNELS. FIELD RESEARCH INVESTIGA-| 100 E. Ohio St., Chicago 11, Ill. _|~  ppeqrqose <. 
TORS: We have requirements for | ———— T ST : BUSINESS PAPER EDITOR 
exceptional people (men or women) ie F AR is’ 'S 1 & foe WANTED 
: in a few of the principal cities to| Layout and idea artists capable at| We have a lifelong job avai).\,), 
OUR CLIENTS NEED — handle continuing reader research | direct mail or display design for top-/a versatile editor with im: at 
. assignments for our periodical pub- flight medium size fashion studio./who can plan, write int ine 
MERCHANDISER—Heavy household appliances; must be outstand- lisher clients. Ours is the most chal- Exceptional postwar opportunities.|and direct a staff under | nia Ue 
ing. Age Imt. 40. Salary $20,000. lenging job in the research field and|G00d pay. Moving expenses. Apply| who is familiar with the mi. ‘anJillndu 
MERCHANDISE cxp. office eqpt. Successful rcd. Degree prefd. calls for top notch personality and Display Corporation of magazine production. ‘ nie au 
Age Imt. 40. Sal. $7500. head work more than hand and foot|___ 357_E. Erie, Milwaukee, Wis. we want is te be our e@itoria) » 
MERCHANDISER—Power boats, O.B. Motors, Camp eqpt., canvas work. We pay accordingly. Will-| WINDOW TRIMMERS FOR DEPT.| rector and will be a major ex.oy; 
goods, etc. Successful red. Age Imt. 40. Salary $7500. ingness to follow our instructions STORES of our company. We are a siibstay, 
MERCHANDISER—Radio. M. O. exp. helpful. Salary open. and methods more important than] We operate 8 dept. stores in West-| tial and growing busine: . 


ASST. SALES MGR.—Auto accessory mfr., must be experienced. 


3 ° aS 4 @ to SM. Salary $10,000. previous experience. Apply by letter.| chester and Connecticut and need|publishing organization, 
egree preferre oon advanced to 


: THE EASTMAN RESEARCH window trimmers and assistants who| opportunity offered here is ly a QO" 

: MANAGING EDITOR—High caliber. Mo. publication. Sal. open to ORGANIZATION seek a good position NOW and for| unusual one for the right man. gif Cé 

e $15,000. 330 W. 42nd St., New York 18, N. Y.| postwar. Regular hours. Happy sur-|ary to start $100 per we ply an 

= Confidential treatment. ADVERTISING, PUBLISHING roundings with fine merchants since ig wveseg State _ eXperien 

4 aa - > SING, J is I 1897. and, if possible, enclose snapsh»: { 
si Free booklet “How to Match Men and Jobs” sent upon request. SALES AND MERCHANDISING Please make appointment by mail.|Our employes know of thi phat 
POSITIONS  _ GENUNG’S NEW YORK OFFICE tisement, 

a P E R Ss °o N N E L Cc ©] N S U L T A N T S : FRED ee ye ty 225 W. 34th St., N. Y. C. Box 5153, ADVE RTISING AG] - 

% (Matching Men and Jobs) he | LOCAL DISPLAY ADVERTISING 100 BE. Ohio St., Chicago, Il ip ° 

“a shi : . : ; ‘HIGAN, ¢ MANAGER for growing daily in sub- |ART DIRECTOR, layout man, wanwii 

8 South Michigan Ave., Chicago 3 Phone Andover 3129 20 YRS. ADV. EXPERIENCE urban city of 30,000: 16,000 ABC cir- by large N. ¥. Advertising’ on @mmoca 
i llation. Man able irect and in- ing Chicag ice Baba 
cea WRITER to assist house organ edi- oe ~ eign Ty opening Chicago office. Oth sides 


ss eR spire others, as well as sell, will find] positions open — co ace ie 

HELP WANTED fidence. Please state experience in-|tor: prepare direct mail. Technical ria ect ; ; 1a} Po: -COpy, account exe. 
: “ : ; : ¢ ¢ : é ermanent osition in high class yes : dis r 

Local advertising salesman and a| ¢!uding present position; two refer-|phackground helpful. National ad- 4 BR utives, production, media. Wriy 


fie é community. We have a live business! complete details past experience 
national advertising representative | ences; age; when available. Real| vertiser. Position in New York City. i complete details past experience. 


0 ( -lty- | section which needs, however, not a Box 5155, ADVERTISING AGE 
for long-established Jewish weekly opportunity. . State qualifications, salary expected.| high pressure worker, but one who] 330 W. 42nd St.. New York 18 \1 
rinted in English. Commission| Box 5145, ADVERTISING AGE Box 51823, ADVERTISING AGE |xnowe and understands the needs and eee Sen See Sore 18, N. Gevo 

asis. Inquiries will be kept in con- 100 E. Ohio St., Chicago 11, Il. 330 W. 42nd St., New York 18, N.Y.| ways of small city business men. We| COPY CHIEF, copywriters, wants 

also need one more salesman to sell 4 ree Y. et tees Ager 
- ae “ " cama - . . — — —— — = eee | Nd Write ads. Write fully, Floyd J. | opening Icago ofnce, Jther sta? ’ 
MERE RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR RRR \iller, Daily Tribune, Royal Oak,| Positions open — art, productiafam Be 
Mich. media, account executives. Wr r 


CIRCULATION MGR. for 2 natni. complete, details past experience, 
monthlies. Splendid sal. and opp.|339 w. 42nd St. New Tork 18. N. 
Must be A-1 direct-mail copywriter —— =i Le # 
and manage dept. generally. Loea-| CIRCULATION MANAGER for Cla a7 
tion in S. C. Interview in Chicago.| business paper. Knowledge of A} an 

Box 5144, ADVERTISING AGE procedures and expert on Sales Pr 
100 East Ohie Street, Chicago, Ill.| motion necessary. Initial 


Sala 


| SALESMAN AND ACCOUNT EXEC-| #5200. GEORGE WILLIAMS—Pe 


oN 


se UTIVE BANKING SERVICES sonnel, 209 S. State St., Har. 20¢ pid 
4 = An outstanding organization, with|Chicago, k é 
= | long and successful recerd increas-| COMPTROLLER wanted by large 


jing earnings and building business 
|for banks, has unusual openings for 
two capable men with real sales 


Advertising Agency opening C} e! 
eago office. Other staff positie 


ped =e . “| Open—copy, art, production, med 4 
ability and a powerful urge to suc-|/account executives. Write comple Si 
_—_ ceed; sell bank presidents and] getails past experience. . 
* boards of directors, now and after ox FIKT rhe SING AGE ; 
; ‘ ae hee 30x 5157, ADV.ERTISING AGE ; 

P the war, and service contracts after | o: r 9 : ara ace e ; 

a! 330 W. 42nd St., New York 18, N, 
sales. Considerable travel necessary - 
vicinity New York, Philadelphia or CIRCULATION MANAGER 
part of South. Knowledge of bank-| This job requires a man who: 
ing or trust department services an 1. Knows general magazine sug@© 
advantage. Salary while learning, scription fulfillment; ju 
drawing account against commission 2. Writes effective direct mail | e} 
in permanent territory. State age, hire and develop agents; Py 

- marital status, experience in full and 3. Works harmoniously in an or : 

: ; compensation anticipated, confiden- ganization. ni 
a as tial. Good postwar position with growin 
Sy: Box 5147, ADVERTISING AGE publisher. Write giving age, r 

| 330 W. 42nd St., New York 18, N. Y./|ligion, past experience, salary. : 

5 AD VERTISIN RLISHING Box 6150, ADVERTISING AGE Jt 

= ADVERT ENS & CoRtsemENS | 00 B. Ohio Bt. Chicago 1i, 1 Mist 
eee POSITIONS WANTED | 

GEORGE WILLIAMS—Personnel CREATIVE WRITER 

209 S. State St. Har. 2063, Chicago | Broad agency background in publ 
: ADVERTISING ASSISTANT — Ady. | relations and advertising; tech mr 


dept. of large retail chain store or-| Chine tool knowl; electronics, foods 
ganization, located in Philadelphia,| trade association experience; ca 
desires the services of a capable,|®host for bus. mag. articles; Ame 
\ experienced young woman to write |/¢4n, age 48; legit. reason for see! 
descriptive catalog copy and handle |iM& new contact; agency or mfr. 
KAN A f adv. dept. details. Unusual oppor-|Chicago or vicinity; Box 5142, Al 
tunity. Write, giving full informa-|VERTISING AGE, 100 E, Ohio § 
tion. Chicago 11, Ill. 

Box 5148, ADVERTISING AGE Beginner with school training ani 
GREATEST CROP YEARS 330 W. 42nd St., New York 18, N.Y. natural ability desires opportuni 
ACCOUNT EXECUTIVES wanted by|for a start with an advertisin 

large N. Y. Advertising Agency]|agency in field of layout and 


opening Chicago office. Other —_ Willing to take any position tha 
fp HE winning trio composed of Old Sol, “The positions open—copy, art, produc-/| will give a beginner a_ chance |! 
4 bs & pe P aes tion, media. Write complete details | demonstrate ability. Write to Flor 
s Good Earth,’ and the skill of Kansas past experience. ence Clemett, c/o Vogue Sch: 1] 
Farmers have united to achieve, in 1944, Re ak Ply! am a ee South Michigan Blvd., Chicago. _ 
; F 330 W. 42nd St. ew Yor m za : 
es - . - ARTIST wants free lanee work. Fit 
record-breaking crop production for the Jay MARKET RESEARCH ished art and lettering. Good 4 
hawker state. Leading agricultural magazine has} black and white. Crisp layouts. 
opening for man who knows statis- Box 5141, ADVERTISING AGE 
N th al H t, ini f doll tical srocesrm, anaes — + 100 E. Ohio St., Chicago 11, lll. 
Yow, comes the Sales Harvest, millions of dollars agricultural economics; as the ——— oe 
: imagination to convert facts into | ADVERTISING AGENCIES—)crhs 
to be spent by Kansas Farmers for new and space-selling promotion. Write giv-|0ne of your clients needs th mas 
ni needed items that are available ing age, religion, past experience, Qutstanding youns sales ex a 
- - Se le : ~ : 8s 8 Sté é 1S cr a 
a 5158, ADVERTISING AGE, tomotive, Hardware, Mill Su 
Corn promises to hit a ten-year high, with an 100 E. Ohio St., Chicago 11, Ill. poems ho pa te an cee 
alsin ‘ , ADVERTISING PRODUCTION MAN| medium sized manufactur: Re 
an estimate of 110,848,000 bushels, with the average and assistants, iedia Man, wanted | tatner baste plus bones. 
ie per acre yield the best since 1889. by large N. Y. Advertising Agency Box 5099, ADVERTISING AGE | 
a opening Chicago office. Other staff | 330 W. 42nd St., New York x 
_ . positions open—copy, art, account 
ones 1944 wheat is the third largest on record, amount- executives. Write complete details ap w tad a yg x ad 
lace tala s - st experience. small ¢ vol 
: ing to 198,458 bushels. paRox 6154, ADVERTISING AGE_ | mer.; 3 yrs. copywriter for) tir 
330 W. 42nd St., New York 18, N. Y. advertiser. | gg on f oe 
urban markets. Age nap] a 
Rounding out the record breaking, grain sorghums Get, "rene Christian bac 
. » mY . ai) " 
promise the highest yield in over a decade. Box 5140, ADVERTISING E 
Actual figures are 35,100,000 bushels as against 100 E. Ohio St., Chicago ! : 
14,500,000 last year. EXPERIENCED REPRESENTATIVES AVA! BL 


Representativ 5 available 
ri Philade a-B 
These figures tell their own story; wise will be ering the adelp 


° ° 
if" Ad t M. Trenton area for an industri 
the advertiser who sees that his sales message ver ISIng an cation. Thoroughly trained 


s P timate knowledge of the 
reaches this great rich agricultural area thru 


industrial accounts and ad 
the pages of KANSAS FARMER — guide and WANTED a ee eee 
counsellor to over 100,000 Ransas Farm Families! | Well-known, national food mana- straint {16 ADVERTISIN« 
;  * f facturer needs man, experienced 100 E. Ohio 8t., Chicago 
in production and also possessing | —_——— 
creative talent, for its advertising | DO YOU NEED A GOOD 


department. MAIL-ORDER M. N 


Up to $5000 to start ... Splendid 
opportunity! 


—an advertising strategist and ana 


KANSAS FARMER 


modern ideas and tested copy are & 
to bring you more checks, orders, 
. a . * 2 || phone calls—at less cost? Quick * 
s ° ; 
eat ae, Write, outlining adverti ing expe |} mail on individual pieces or servict 
wi a a 


\ _ CAPPER PUBLICATIONS, INC. rience and qualifications. Box || Speciq, oct. acqualnTED , 
+ 


: 9139 ADVERTISING AGE, 330 || Improve your next ad for #5. analysis. i 
TOPEKA - KANSAS | ; * W. 42nd St., New York 18, N. Y. || tovay.” Address P.M. Jaques, Tall °'™ 


Farm, Wrentham, Mass. 
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mere branch|vision of the Department of In- 
houses to be closed at the will of | terior from material compiled by | 


about} the special committee on central- 


isome new companies out here to|/ization of heavy industry which 
manufacture aluminum and mag-|Senator McCarran heads. 


or New Industry sprit 


Departing from the staid format|and South account for 65% of the 


The report notes that the West 


'of Congressional reports, the Mc-j nation’s mineral production, yet 


14% by 9 


printed on/|the East has 65% of the manufac- 


& | Carran 
airis omen um | heavy stock, with pages measuring /|turers. It emphasizes that the| 


Though the)! cream of the new war plants have 


Continued from Page 1) 'job was handled by the Govern-| been located in the East. 


stern) states, and encourage new 
‘dust: es in 27 western and south- 
mn states Which contain 76% oa 
ne nation’s area, 41% of its popu- | 
ntion. 64% of its minerals and | 
ply 21¢e of its manufacturing and | 
0% ts income. 


Ceniralization of industrial 
ower in the East is also an issue 
t tl Department of Justice, 
where the crusading head of the 
ist division, Wendell Berge, | 
« committed to a program which | 
would encourage development of | 


cally-owned industry in the West, | 
nd at the Interstate Commerce | 
*ommission, now in the throes of | 
heciding whether or not national | 
reight rates are discriminating in | 
avor of the East. 


Plant Disposal Is Key | 


Both Senator McCarran and 
(. Berge plan to strike at this 
ejtralization by influencing the 
hisposal of the 15 billion dollars 
wrth of plants which the govern- 
nt will sell after the war. On} 
p> western swing last month, the 
ti-trust chief primed _ selected 
bidiences up and down the Pacific 
‘ast with the urgency of raising | 
western capital to take over and | 
erate these government proper- | 
Senator McCarran goes farther, 
yposing not only to encourage 
e West, but to prohibit the sale | 
the 9 billion in plants which 
ve been built in the East, unless | 
e purchasers agree to retire an 
jual amount of existing equip- 
ent. 
Mr. Berge bases his arguments 
nan assertion that western indus- 
ry has previously been victimized 
y eastern ownership, patent re- 
trictions, basing-point systems, 
ate discriminations, and _ other 
ractices inimical to the West. 
mising the services of the De- 
artment of Justice—as in the re- 
ent action against western rail- 
ads—to protect the West against 
uch institutions he repeatedly 
ged each audience to organize 
how for the operation of new in- 
lustrial capacity after the war. 


Urges Independent Development 


‘When the war is over, the state 
{ Washington will have to find 
obs for approximately 275,000 
nen and women demobilized from 
ne fighting forces and war pro- 
iction jobs,” he pointed out. “It 
eems to me that the goal should 
€ to make jobs out here through 
Widespread creation of new and in- 
lependent industries. 

‘You will be on your way to 
tal independent development and 
re stabilized employment when 
u have independent packing | 
uses scattered through the live- 
lock area; when local companies 
cess your own fruit and vege- 
le vhen the marketing of fish 
no longer in the hands of three 
great corporations; when 
® lumber industry is decentral- 
zed; d when you have steel 
int at are operated independ- 


Wanted. 


Experienced 
Space Buyer 
by Leading Chicago Agency 


ctive permanent oppor- 
for mature media man 
ar with industrial, trade 
consumer media and 
time to join long es- 
1ed and prominent Chi- 
Advertising Agency. 
qualifications. Present 
knows of this require- 


5143, ADVERTISING AGE 
Ohio St., Chicago 11, IIlinois 


ment Printing Office, it is set in| According to the report only 51% 
|large, easily readable body type,|of the new investments were in the! 


| taken seriously, and some speak- 
|ing for the East insist that he 
|might not upset existing eastern | 


time provide a large demand for 


refrigerators, radios, hardware, 
and other items made in the East. 
New England governors reacted 


immediately to the McCarran plan 


with assertions that he was trying acN i <i YOU MEASURE IT 


to smother the East. Nevertheless, | \ 
business observers here admit that | 
McCarran commands sufficient po- | 
litical strength so that it must be 


markets at all. 


DiesEL PROGRESS reaches key 
men who pure hase equipment 
and supplies 
. turned into customers for you. 


designed to catch attention. 

Most unusual aspect of the Mc-|ones that rate highest in converti- 
Carran report is a 52- by 34-inch | bility—iron and steel plants, facili- | 
four-color chart graphically pre-/|ties for combat and motorized ve- 
senting facts about the distribu-|hicles, machinery, electrical equip- 
|tion of population, income and re-|ment and guns. The South and 
sources among the states. 
techniques developed by such pio-| “the lemons’’—the shipyards and 


strongly away from 
tician’s line-type of chart, toward; The report notes that 3,000,000 
simplifica- | people have migrated to 39 boom | 
|areas in the West and stresses the | 

This chart was also handled by need for development of peace- 
the Government Printing Office,|time industries which could em- 
although it was prepared by a di-/| ploy these people and at the same 


symbolic figures 


| East, but these plants include the 


Using | West, according to the report, got 


veers | chemical plants which are least 
statis- | convertible. 


According to one reliable esti- 


many as 54 Senate votes in sup- 
of his proposal, though he, 


House because the western and} 4g dig, new industry 
southern states, being less popu- | 
lous, have fewer seats. It is never- | 
theless pointed out that under the 
surplus property bill, sale of any 
government plant for more than | 
$5,000,000 must be approved by dw aStH STREET NEW TORK, 19 NY 
Congress, and in such a situation | 


McCarran, who is up for reelec- | 
tion in Nevada, could make his po- 
sition crystal clear. 


McCarran may have as 


lack a majority in the) Compiler 


coverage of 
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to reach civic leaders” ; 
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4n advertisement from The Rotartan, prepared by 
Henri, Hurst (&* McDonald, Inc., Chicago, advertising 
agency for Fatrbanks, Morse & ( for 2 


THE 


oem". 


says —\, 
Advertising Manager, 
Fairbanks, Morse & Co. 


| 


me bs INTEREST towns and smaller cities 
in installing their own Diesel electric 
light and power plants,” says Mr. Baum, 
‘“‘we want to reach civic leaders with the 
story of the benefits such plants bring. 


“And to interest industries in gener- 
ating their own power with Fairbanks- 
Morse Diesel Engines, we want to reach 
the key men in varied industries through- 
out the country. 


“Our investigation of The Rotarian 
convinced us that this magazine’s circu- 
lation is rich in these types of men.”’ 


x * * 


Our bulletin, ‘The Uncovered Influence Mar- 
ket,’’ will give you facts about the high buy- 
ing power of this 100°. executive audience 
and its influence on business, personal, and 
community purchases . . . the ev idence which 
led Fairbanks, Morse & Co., Servel, Inc., 
Davidson Duplicator, United Airlines, Harry 
Ferguson, and others to include The Rotaria 


on their schedules. Ask for vour copy today 


New York Office: 125 East 46th Street 
New York 17, New York 


oe 
y Detroit Office: 7338 Woodward Avenue 
0 a r 4 Q n AB aes sim cigs 


Pacific Coast Office: 681 Market Street 
San Francisco 5, California 
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Conley Opens Firm 


Chace Conley, public relations 
director for Ziff-Davis Publishing 
Company, New York, since Octo- 
ber, 1941, has resigned to head the 
newly-organized public relations 
firm of Chace Conley & Associates, 
New York. Temporary headquar- | 
ters are at 20 E. 35th St. 
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for producing 
resultful 
advertising inquiries. 
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CLEWORTH PUBLISHING CO, - 551 FIFTH AVE., 
NEW YORK 17, N.Y. 
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Securities Men 
to Warn Public 
Against Frauds 


Philadelphia, Oct. 10.—A _ per- 
manent committee charged with 


the task of deciding how to pro-| 


tect American investors’ savings 
from postwar frauds and rackets 
was established here last week at 
a conference of Securities and Ex- 
change Commission officials with 
executives of stock exchanges, the 
National Association of Securities 
Dealers and the National Associa- 
tion of Better Business Bureaus. 

The meeting, called by James 
A. Treanor, director of the SEC’s 
trade exchange division, was at- 
tended by more than 60 represen- 
tatives, including those from the 
New York, Pittsburgh, Philadel- 
phia, Boston, Chicago and Los An- 
geles stock exchanges. 

Hugh Smith, manager of the 
Philadelphia Better Business Bu- 
reau, said there is less concern 


over fraudulent stocks and bonds | 


being offered, since there are many 
more regulatory bodies now than 


|at the close of World War I. But 
petty racketeering and chiseling 
may be expected to cut into the 
savings of citizens, he said. Ken- 
/neth L. Smith, head of the Chicago 
Stock Exchange, cautioned that the 
| crusade to crush racketeers should 
|not be allowed to interrupt the 
|flow of capital to legitimate enter- 
|prise after the war. 

Conferees decided to ask the 
|committee to draw up an educa- 
|tional program which would be 
|used to warn the public against 
‘fly - by - night investment dealers. 
| Under consideration is a pamphlet 
‘to be sent to all holders of Series 
|E war bonds. 


Ripley, Elliott to Ayer 


| Joseph S. Ripley has joined the 


|New York radio department of 
\N. W. Ayer & Son and Norman 
|F. Elliott has joined the Chicago 
office as copywriter and assistant 
|representative. Mr. 
produce radio shows and direct all 
Ayer transcriptions produced in 
|New York. He was formerly with 
WOR, N. Y. Mr. Elliott has been 
copywriter with Sears, Roebuck & 
Co., Chicago, for the past 10 years. 


Ripley will | 


‘United Air Lines 
Plugs Mainliners, 
Polls Customers 


New York, Oct. 11.—First pro- 
motion by United Air Lines of its 
recent purchase from Douglas Air- 


large list of newspapers in on-line 
cities. 


'comfort at 240 miles per hour .. .” 

Copy adds that “the DC-6, the 
even larger 56-passenger sky 
giant, will cruise at 300 miles per 
hour —a_ ‘five - mile - a - minute’ 
transport.” First of United’s new 
Mainliners are scheduled for serv- 
ice next year. 
is the agency. 

To obtain suggestions in design- 
ing the interior of the new planes, 
United is polling its present cus- 
tomers and postwar prospects. 
Typical questions seek to discover 
whether a _ transcontinental pas- 


10-13 hour trip or pay $25-35 for 
a berth; what times he would pre- 
|fer to depart and 
whether he would like a special 
lounge department. Preference on 
itype of seat, lighting, separate 
|smoking compartment, telephone 
| plug-ins and baby luxuries also 
are queried. 


TO BUY 50 PLANES 
FOR S. A. SERVICE 


Washington, Oct. 11. — Pan- 
American Airways, at a_ recent 
| hearing before the Civil Aeronau- 
|tics Board on Latin American 
service, said it plans to purchase 
|nine Douglas DC-7s, 18 Lockheed 
| Constellations and 23 “Type 12” 
| planes, at an estimated cost of 
| $28,000,000. Pan-American may 
| also purchase for its Latin Ameri- 
|can service 17 additional planes of 
|the DC-7 type, in which case the 
|total order with Douglas Aircraft 


™ would be $36,000,000. 


e made the paper map in has pocket 


Did it ever occur to you that when a 


soldier goes into the water up to his 


neck, everything he carries gets wet—in- 
cluding the map in his pocket? 


Military maps must be made from paper 
that can stand 24 hours immersion with- 
out disintegrating. They must be able to 
come through the surf of beachhead 
landings and still be legible and usable. 


standard papers better than ever. 


For more than 40 years, we have been 
experimenting with cellulose fibre — the 


source of most paper. And for many 


Could we make paper with such a high 


“ . . "9 
wet strength”? 


By the ton? Fast? 


It so happened that we could. 


We had been experimenting with a lim- 


ited produc tion 


papers. We were ready to turn out a 


satisfactory map paper. And it is serving 


of high “wet strength” 


with the armed forces right now. 


Perhaps this paper will have some spe- 


cial postwar use. Whether it does or not, 


what w e learned 


wartime papers will help to make our 


in making it and other 


pre »ble 


385 East Wacker Drive, Ch 


years we have made a thousand miles of 
fine printing paper every day. 

It is certain that such experience will be 
valuable to users of printing in the new 


ms that peace will bring. 


OXFORD PAPER 


COMPANY 


230 Park Avenue, New York 17, N.Y. 


MILLS at Rumford, Mainz 
and West Carrollt n, Ohio 
WESTERN SALFS OFFICE 
go 1, Illinois 


| Contracts between Douglas and 
| 


| Pan-Am have not been officially 
| announced as yet. 


'DOUGLAS ADS LIST 42 
|AIRLINES IT NOW EQUIPS 
| Santa Monica, Cal., Oct. 11.— 


|Douglas Aircraft Company maga- | 
|zine ads, scheduled variously be-| 


tween Oct. 16 and Nov. 13 in Col- 
| lier’s, Newsweek, Time and U. S. 
| News, list 42 airlines from all sec- 
| tions of the world which are now 
equipped by Douglas. 

| Ads continue to feature the 
| Douglas’ “VIP” theme—and copy 


| 


craft Company of a $25,000,000 | the past six years with T) 4», 
fleet of DC-4 and DC-6 Mainliners | can Weekly, has joined t| hicag 
will run through October in a| office of Sports Afield. H. wjy 


One thousand line ads, the publication’s new offi ‘to 
captioned “You'll cruise in half-| Pure Oil building. Befor. jo), 
million dollar Mainliners,” show a| The American Weekly, Mi Cyjy 
cutaway picture of a DC-4, with) was with Macfadden Pu 
44 passengers “in new spacious| and the Milwaukee Jour pal 


| 


|manager of the 
|Company, Niagara Falls, N. | 
/has been named director of py 
N. W. Ayer & Son 


| consolidated with the merchanis 
|ing department, with all indust 


senger prefers to sit up for the| 


arrive, and, 


| 


| 


| 
| 
| 
| 


Advertising Age, Octob. 


points out that “when { 
won, you will be VIP | 
portant People) on the 
wide airlines.” 

The Essig Company, 
geles, is the agency. 


Joins ‘Sports Afield 
Richard F. (Dick) C m.¢ 


associated with Stanley e) 


Carborundum Appoint; Me 
Francis D. Bowman, advertis,me*’ 
Carborundy 


relations for the compa: iy 
advertising department has by 


advertising in charge of N 
Ireys, director of merchandis 
and Mr. Bowman continuing: 
direct the company’s adverti 
in national media. 


ky 
Ay 
Ay 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
ore regularly producing fer 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing...all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATION 


400 N. Rush St., Chicago 1! 
Phone WHitehall 2300 


Print ... 


to $100. Write! 


| Special Color Print 
Revolutionizes 
Kodachrome Platemaking 


Kodachrome formerly presented a number of production ¢ 
culties: —It was well-nigh impossible to visualize just how ' 
transparency would reproduce, so it was difficult to sell, to dis) 
for okays. It couldn’t be altered for last-minute changes by | 
brushing, nor could it be readily fitted into complicated artw: 


Now, these problems are completely overcome by our Chron 
made from your Kodachrome... . 
platemaker as artcopy instead of the Kodachrome. 


This superb color print is made by our special process that ret 
| virtually the entire tonal range of Kodachrome Film! And 7 
experience in catering to platemakers has taught us exactly ‘ 
qualities fine artcopy must have. Chromarts are priced from 


PHOTOCHROME 


837 North Fairfax Avenue 
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yst Act Now for 
ore World Trade, 
iford Maintains 


(Continued from Page 1) 
sociation, presided at the 


e will undoubtedly be an 
us demand for raw mate- 
nd finished products in all 
the world,’ Mr. Gifford 
“Everyone wants to share 
business and is willing to 
money in advertising and 
ffort to that end. How the 
matter can be handled and 
vayments will be made are 
ms involving many uncer- 
factors.” 


yng these factors Mr. Gifford 


advertising Age, October 16, 1944 


| tiative in foreign trade is clearly | ment controls has, in fact, already 
|right. In the first place, since for-| begun with the approval of Presi- 


eign trade is an integral segment 


be very hard for 
either to conduct or apply detailed 


domestic part of the trade. 
“Secondly, trade implies com- 
petition and rivalries. When trad- 
| ing competition is confined 
| private firms, relations 


of our total economic life, it would | 
government | will continue to support Secretary 


dent Roosevelt.” 
Mr. Haley said that his office 


|Cordell Hull’s efforts to reduce 


controls to the foreign sector with-|such trade barriers as currency | national 
out doing the same thing to the| controls, prohibitions, tariffs and|Senator James E. Murray of Mon- | 


preferential systems. 
| Mr. Aldrich, chairman of the 
recently formed Committee on 


to| Internation] Economic Policy, told} Farley, . : 
between | of work being done by the com-| Coca-Cola Export Sales Company, | !8 Corporation, 


61 


|Admiral Emory S. Land, War|J. Byington, formerly manager of 
Thomas | the Quebec & Ontario Transporta- 


|Shipping Administrator; 

J. Watson, president, International | tion Company, a Tribune subsidi- 
Business Machines Corporation,| ary, becomes assistant business 
|New York; John W. White, presi- | manager. 

| dent, Westinghouse Electric Inter- | 


Company, New York; Knomark Mfg. to Bruck 


\tana; Curtis E. Calder, president,), Knomark Mfg. Company, Brook- 
|American & Foreign Power Com-|!yn, manufacturer of Esquire and 
'pany, New York, and James A,|Knomark shoe polishes, has ap- 

j chairman of the board,| Pointed Franklin Bruck Advertis- 
i New York, to 
handle its advertising. 


| governments are not likely to be| mittee with leading economic con-| New York. 

| disturbed. But when two govern-|sultants. Among studies published| At the close of the convention, | 
|ments compete for the trade or|by the committee to date are one| approval was voted of a declara-| 
|resources of some third country,|on our relations with Russia and|tion of policy holding that “our 


lit is impossible to forget that the| another on the import capacity of | foreign 


|competitors have under their con- 
| trol weapons other than price and 
| quality and service. 

| 


Controls Are Dropped 


“It follows that the government 
| of the United States ought to re- 
tire, after victory, both from 
|actual conduct of import and ex- 
port operations and detailed regu- 


|the United States. 
Talks on Reconstruction 

Mr. Wolf, whose work in foreign 
| trade dates back to the end of the 
|last war, spoke on “Realism in 
| Reconstruction.” 
| Mr. Hodgins gave his impres- 
sions of a world of ‘“‘vigorous and 
uninhibited internationa] journal- 


MILLIONS 


trade objective in_ the 
| United States can only be achieved 
by reliance upon that system of 


NOW SPENDING 
free private enterprise which has 


served historically as the basis for | B I L L 10 N Ss 


our prosperity; encouraged and/| And wise advertisers are reaping fortune 
supported as it must be, by con-| from this convenient market. Perhaps 
structive government policy and | you've been overlooking the 7-billions 
action. | spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 


government agencies whose | jations of our foreign trade. This| ism.” 
“are almost completely lack- | 


pie gg it ine Prigs | is the view not only of the Depart-| Eugene P. Thomas, president of 
n basic trade experience” and | ment of State, but of the agencies| the National Foreign Trade Coun- 
lack of any one strongly knit| (oncerned with the subject, and/|cil, acted as chairman of the con- 
|I am sure of Congress also. The| vention. Other speakers at _ the 


rade of this country. | process of relaxation of govern-! three-day meeting included Vice 


‘Tribune’ Names Antrim 


Elbert M. Antrim, assistant busi- | 
ness manager of the Chicago Trib- | 
une, has been appointed business | 
manager succeeding the late W. E. 
Macfarlane who died Oct. 9. Fred | 


these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 


country is by no means 
nly country looking forward 
trade after 
Mr. Gifford continued. 
Canada, Australia, 
Africa and Russia among 
have also greatly increased 
capacities and 
It will be 
for himself, and, in 
the statements that 
issued by numerous 
rnment agencies, I cannot help 
feel that we are far from 
for the race.” 


wa r.”? 


man 
of all 


Criticizes Foreign Staff 
ie one and only agency our 


sovernment set up before the war 


as an aid to foreign business was 
tne 


foreign and domestic com- 


merce section of the Department 


f Commerce. 


“Such special agencies as have 
been created during the war have 
been staffed largely with men of 
little foreign experience or sound 


business judgment. 


For example, 


numerous agencies were set up in 


South 


America, staffed by hun- 


lreds of nice young men, most of 
whom were at a complete loss to 


KNOW 


hl, 
SIULY 


n South 


what it was all about. Pos- 
they added to our prestige 
America and improved 


ur cultural relations, but that is 
it the way I got it when I was 


n South America recently. 
Say 


I 


And 


this without disrespect to 


Nelson Rockefeller, who is highly 


espected for 


his work in South 


America.” 
Among a number of recommen- 
tions made by Mr. Gifford was 


establishment of 


an over-all for- 


eign trade oyganization similar to 
‘ie overseas section of the British 
Soard of Trade, tying government 


ratt 
elthe side 
Among other 
ganization, 


lerce 


gel better 


M 


ne 


Poncil 


T 


business together closely, 
ier than as it is now, where 
trusts the other.” 
features of such an 
Mr. Gifford said, 
id be “a good publicity agent, 
support from both 
ment and business than our 
rking Department of Com- 
gets now.” 


fo Meet Public Demand 


Haley, speaking for the De- 
nt of State, declared that 
reference of the American 
for private initiative and 
ment in the conduct of 
siness enterprises has been 


lear many times, and has 
een clearer than at the 
time. This preference ex- 


foreign trade. 
preference for private ini- 


aay ae F 
Points 


Aagazine of Architecture 


Moco won't put out the fires... 
in SOLID CINCINNA 


SMOKE will continue to pour out of the 
chimneys of Solid Cincinnati’s basic, diversi- 


a Saw 
| | a * 
fied industries when peace comes. For a big part ~~ c—-4 a 
of Cincinnati’s wartime job has been producing — <> 
ay 
~~ —— 


the very same products used in peacetime: soap, clothes, 
shoes, cosmetics, meat packing. That means fewer reconver- 


eNRY 
gor rnOFe 


ae 
a 


° 


sion problems, less re-tooling, fewer layoffs, fewer pinched 
pocketbooks . . . sustained buying power 


That’s why you'll find Solid Cincinnati right at the top of 
every list of immediate postwar markets. You'll find space 
buyers specifying The Cincinnati Enquirer, too...to reach 
that market. For The Enquirer is edited, streamlined to appeal 
to the solid, substantial, feet-on-the-ground people who are 
Solid Cincinnati. 


SOLID CINCINNAT/ READS 


The Cincinnati 
Enouirer 


For over 100 years, edited for the thinking, doing 
earning, solid citizens of America’s most solid market! 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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. ‘6 . ‘ 
To ‘Civil Service Leader 
A. C. Lubin, formerly with Fair- 
child Publications, New York, has 
been appointed advertising direc- 
oe tor of the new public administra- 
a tion section of the Civil Service 
a 


Leader, newspaper for public em- 
ployes and officials. The section 
will cover developments in the 
fields of public works, water 
works, sewage disposal, fire engi- 
_ 4 neering, etc. 


most 


7 


lof 


| 
1} 48% 
i 


Complete Coverage 
of one of the 


greatest 
post-war industries 


1328 B'way, New York | 


|ery are 
‘|added that in Coffeyville, Kan., | 
_|cooperative plants were supplying 
|| Diesel fuel for invasion barges, 
{| training gasoline for the air forces, 
as well as 100 octane gasoline, and 
|supplying the Navy with luboil. 
|He said they were also re-refining 
‘}erankcase oil for 


notable 
effort, citing as an example the} 
| work of one region, Kansas, where | which now, in some areas, actually 
:'|/two sawmills are supplying 80% 
their output 
||two canneries 
of their production 
| government, a potato dehydration 
'|plant and codimer gasoline refin- 


100% in war 


the rate of 10,000 barrels a month. 
In a_ special 


World Federation 
of Co-ops Urged 
at Centennial 


(Continued from Page 1) 
jobs 


in the war 


to shipbuilders, 
are turning over | 
to the| 


work. He 


the services at 


session on co-op 


sales and advertising, 


Advertising Age, October 


presided | ness exerts on housewives through 


over by Mr. Proebsting and Gor-|the use of radio, newspaper and 
don Nevins, advertising and sales| magazine advertising. 


manager of the Midland Coopera- | 


tive Wholesale, Minneapolis, a 

study of trading areas for postwar 

merchandising was urged. 
Pointing out that “private enter- 


| prise’ now has extensive studies 


prepared of cities, the people, the 
pedestrian traffic of streets, the 


‘types of homes lived in, the kinds 
| of 


work done and the incomes 
earned, Mr. Proebsting advocated 
“constant analysis” for the co-ops, 


overlap their enterprises. 

Public relations was cited at the 
meeting as being of greater value 
at times than advertising, and it 
was advocated that the coopera- 
tives direct their merchandising 
policy to “function as a public re- 
lations job.” 

The use of more comprehensive 
advertising in all media supple- 
mented by emphasis on the use of 
the word co-op on all coopera- 
tive products, as well as on all 
trucks from light delivery to large 
transports, was proposed as meth- 
ods by which the co-ops could 
combat the pressure private busi- 


. ““He 


says we'll meet some grand buyers ... 


He’s advertising in Hardware Age” 


a ms | She’s right! Her firm will con- 
4 Doe tact and meet and sell the lead- 
= ing buyers in the great retail 


and wholesale hardware industry 


. . . through their messages in 


Hardware Age. 


. Buyers of today’s varied 

wartime hardware store mer- 

ne chandise . . . postwar buyers of 
25 hardware items, appliances, new 
products . . . materials needed in 


homes, in industry and on farms. 


They'll meet and sell the keen- 
J est merchandising minds in the 
| country . . . hardware whole- 
a salers covering territories that 


a often include many states . 


— in big modern hardware stores. 


fluence during the tough war years. 


leading hardware retailers, including the 
of 9,000 who do 72% of the national business, 


They'll meet and sell a market that has 
grown up with the country—and reached 


the peak of development and community in- 


“In Business Papers 
.. . Look for this Seal of Integrity.” 


Associated Business Papers, Inc. of which 
Hardware Age is a charter member, is a na- 
tional association of business publications 
devoted to increasing 
their usefulness to their 
subscribers and 
helping advertisers 
get a bigger return 
on their investment. 


, 


Pa A etre 


A Chilton © Publication 


FACTS... 


. Hardware Age is the paper in 


the national hardware field. Its influence 
on over 60,000 readers is like that of the 
hardware dealer with his customers . . . and 
it builds sales for hardware advertisers, 785 
of whom used it in 1943, 54% using it ex- 
clusively. Hardware Age has the only vol- 
untary paid-in-advance circulation in the 
national field, the largest net paid circula- 
tion (23,580 as of June 30, 1944), and the 
highest voluntary renewal rate in the na- 
tional hardware field 79.64°7. Write for file 
of facts “THE HARDWARE MARKET 
AND HOW TO SELL IT.” 


HARDWARE 


AGE 


Wain Entrance to the Great Hardware Market 


100 East 42d Street, New York 17, N. Y. 


@ Charter Member ® 


Reports on Co-op Growth 

Declaring that cooperative 
movements are gaining sponsor- | 
ship by unions in many cities, Mr. | 
Lincoln, who is also executive | 
secretary of the Ohio Farm Bu-| 
reau Federation, said, “The coop- | 
erative movement offers the great- | 
est hope for bringing together the | 
farmer and the laboring man.” 

Reporting on the growth of the) 
cooperatives, he summarized: ‘“We| 
have defeated monopoly on the 
economic battlefront. We have re- 
turned ownership of property to 
the common man. We have gotten 
more goods to more people at less 
cost. We have pointed the way to 
the end of consumer exploitation. 
We have demonstrated our ability 
to stimulate purchasing power, the 
priceless ingredient of a pros- 
perous economy. And we have, by 
the very nature of our enterprise, 
sharpened an awareness of the 


|tives to avail themselves 


|days after the defeat of G 


democratic ideals which bulwark 
our American way of life.” 

It was announced at the con- | 
ference that 2,500,000 American | 
families are now buying $750,000,- | 
000 worth of goods and services| 
through co-ops each year. The | 
most important co-op enterprises | 
include food distribution, petro- | 
leum products, farm supplies, in- | 
surance, health service, housing, | 
campus co-ops, rural electrifica-| 
tion and credit. 

Cite Gains Made 

Achievements of the coopera-| 
tives cited at the conference in-| 
cluded the breaking of monopoly | 


prices in the fertilizer industry; | 
bringing down the price to the| 
consumer on feeds, seeds and| 


petroleum products both in urban | 


and rural areas, in reaching back | 
into production by the purchase | 
of $20,000,000 worth of mills, fac- | 
tories and refineries in the past | 
two years; and the saving of an! 
estimated $50,000,000 to co-op 
members on purchases made dur- 
ing the last year, increasing their 
purchasing power. 

Other developments of the co- 


|operatives in the last few years, 


| 


| 
i 


in which they have widened their 
scope from retail and wholesale | 
distribution into production, in- 
cludes the ownership, besides oil 
refineries, pipelines, and oil wells, | 
of feed mills, fertilizer factories, 
farm machinery factories, chick 
hatcheries, canneries, lumber mills 
and printing plants. 

Differing from ordinary busi- 
ness, in that they are customer-| 
owned, the cooperatives give one) 
vote, regardless of the number of | 
shares owned, to a member in| 
deciding policies. Savings are re-| 
turned to the consumer in pro- 
portion to his expenditures in the 
cooperative. 

Judge Arnold told cooperative 
members that the “monopoly 
stage” in the industrial develop- 
ment of a nation is a sign of its 
economic senility. He said, “It is 
a period of caution, fear and re- 
stricted activity. Established 


: | 
in- | 


|NAB. The ANA will take find 
|}action on the project, which, 


| lowing 


1944 : 

| in 
dustry feels itself unable 
pete in an equal race y 
industry.” He urged the 


opportunity to restore t} 
ways of commerce to th: 
by helping to wrest contro} ‘, 
these highways from the nor 
lists. 

Mr. Henderson told the 
tors that America faces , 
of unemployment that may 
5,000,000 or 6,000,000 within alhun 


He said the “lack of a pro) 
cohesive national economi: 
is responsible for his predict 
Advising the cooperatives 
move into international trad 
declared that the movement ‘ 
a whole universe of opportun) 
Co-ops are definitely anti-aythy 
tarian, they help in the distr) 
tion of income and are a peopjmani 
movement.” S ina 


Orders Howard Waich &.. 
Corp. to Change Name Me" 

The FTC last week ordered 4 
Howard Watch Corporation, C, 
cago, to change its name, and : 
vertising which allegedly mis, 
the public into believing that : 
firm was related in some way ' 
E. Howard Watch & Clock Cord...) 
pany, a firm “widely and favo 
ably known to the public for his 
standards of workmanship a 
quality.” 

According to the FTC, the C} 
cago firm had been founded | 
1940, while the older company h 
been in business since 1842, } 
using such advertising expressic: 
as “the famous Howard” and 
using the word “Howard” in 
name, the Chicago firm led t 
public to assume a connection wi 
the older organization, FTC founi 


ANA to Meet Oct. 23 
on NAB Survey Plan 


Board meeting of the Associa 
tion of National Advertisers to dis 
cuss the standard station coverag 
audit plan of the National Ass 
ciation of Broadcasters, is schet 
uled for Oct. 23, Paul B. Wes 
ANA president, has notified t 


approved, can get under way, fi 
recent approval by 


| American Association of Advertis 


ing Agencies. 

An outline of the plan, how : 
started and how it will be orgar 
ized and financed, was given men: 
bers of the Radio Executives Clu 
of New ¥ork Oct. 16 by J. Haroli 
Ryan, president of the NAB, ani 
Paul F. Peter, research director 
the NAB. 


PUBLICITY MAN 


able to write speeches, arrange meet: 
ings, and get newspaper publicity for 
president of large national manufac: 
turer. Excellent opportunity for smer 
young man not over 35. 

Box 5123, ADVERTISING AG 


100 E. Ohio St., Chicago |, 


PHOTO-ENGRAVERS 


MILLER 
HUTCHI 


207 


FRA 
9854 


COLLINS 


CHICAGO 


YbMUPS 


& 
NGS 


N. MICHIGAN AVE. 


A ee 
a 
po a 
Quer . 
| pag7EN FOODS | 
ote 
% . - 
‘ yY ‘ ‘ 
5 oe NN 
Baa ) Ni | 
Prot Olsen ee ig a 
‘D5 —_— 
ee ree re 
- oi 
4 W., 
ry 7. | 
— ps \> a 
Ny 8: a 
| 7a | tc cltwtC“‘(‘(.#SCSS.U...........___ 


dv sing Age, October 16, 1944 


o-ops Flayed 
rs Lhreat to 
ree Enterprise’ 


‘hicago, Oct. 11—The threat of 
tion to free enterprise and 
narkets through the growth 
erative associations and 
ilities was outlined yes- 


Germ rday by H. Vernon Scott, vice- | 
‘ t of the National Tax 
Association, addressing 


convention of the Grain & Feed 
atives ffbealers’ National Association. 
in the last 


cs 
t e Pointing out that 
nt “£5 eal ye, grain elevators, refin- 
Dortuniigries, mines, factories, insurance 


nd electric companies, creameries, 
ntton gins and many other com- 
4 peopleymmanies in other lines, have been 
“BBhifted from taxpaying to non- 
xpaying status by the coopera- 
ves. Mr. Scott declared, ong 


atch ear, as part of the American sys- 
m of free enterprise, these com- | 
Name anies paid federal income and | 


dered i xcess profits taxes. Next year 
on, Cig@ey will pay nothing at all, be- 
and «fMB.use they have been acquired in 
‘Y Mise meantime by federally tax- 
| that tlle. cooperative associations and 
© Way Municipalities, or because their 
ck Comf.holders have taken advantage 
id favor, perfectly legal procedure that 
* for hige-mits them to change from cor- 
ship ay berate to cooperative organization. 


‘Unless the tax laws are promptly 


Bare tanged to provide equality among 

Pany hi 

1842. 

‘pressicx -— SSS 

” and - 3 “— 

d” in ——— Ss 
led a ee —— Qa a 

tion wi — > 

aaa, For Authoritative 

23 Technical Articles— } 

heme ARCHITECTURAL MEN 
Associa ales Read . oe =a 

rs to dis p , | « | 
coverag 

ial Ass CHCl Poi nts | 


B. — © The Magazine of Architecture 


‘ified t 


|W. E. Macfarlane, business man- 


1 the various forms of business, it 


will not be necessary to legislate 
socialism; we shall get it by de- 
fault.” 

Mr. Scott said the cooperatives, 


by pyramiding their profits into 
| capital 


structure, have become 
holding companies, ‘“with| 
millions of dollars in untaxed 
accumulations of reserves, and 
millions of dollars of annual 
profits.” 

Contending that the existence 
of a profit is determined by the 
way it is earned and not by the 
disposition of it, Mr. Scott said 
there was no difference between 
the profit dollar of private enter- 
prise and the “so-called savings 
dollar of the cooperatives,” which | 
the cooperatives say cannot be 
taxed. 


W. E. Macfarlane, 
Business Manager 
of ‘Tribune,’ Dies | 


Chicago, Oct. 11.—Funeral serv- 
ices were conducted today for 


huge 


ager of the Chicago Tribune since 
1928, who died Monday of a heart 
ailment at his Lake Forest, IIl.,| 
home. Mr. Macfarlane, who had 
been associated with the Tribune | 
for more than 37 years, was 62 | 
years old. 

Mr. Macfarlane was a director 
of the American Newspaper Pub- 
lishers Association and he had 
served as chairman of its Bureau 
of Advertising. A vice-president | 
of Station WGN, he was also the 
first president of the Mutual) 
Broadcasting System, which he} 
helped to organize 10 years ago, 
and was chairman of its executive | 
committee at the time of his death. | 
He was a pioneer in many de-| 
velopments in radie broadcasting | 
and communications and was di-| 
rector of Press Wireless, Inc., in-| 
ternational radio communications | 
service. 

Joining the Tribune in 1907 as) 
secretary to the advertising man- | 
ager, Mr. Macfarlane was named | 
manager of the classified advertis- | 
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COVER-TO-COVER COVERAGE 


OF OHIO 


Select List papers con- 
tinue to serve home-markets 
that remain dry islands of |) 
solid safety. Here the advent || 
of the day's paper is the | 
day's event. Every buyer | 


| 
| N a stormy world, the Ohio | 
| 


reads it with the thorough- | 
ness of a best seller. | 


ing department three years later.; American Writing Paper Company, | 


In 1927 he was appointed adver-|Inc., Holyoke, Mass., died here 
tising manager, and in 1928, was|today of a heart attack while on 


|named business manager to suc-| his way from his summer home in 


ceed the late S. E. Thomason, who} Holyoke to Miami Beach. Mr. 
had resigned to become publisher) Willson, 77, retired in 1937. He 
of the old Chicago Journal and | was president of the American Pa- 
later became publisher of the Chi-|per and Pulp Association from 
cago Times. {1929 to 1935. 


R. EATON FEDOU ‘HENRY L. JONES 


Elgin, Tl., Oct. 10—R. Eaton! New York, Oct. 13.— Henry L. 
Fedou, 59, publisher of the Elgin | Jones, vice-president and advertis- 
Courier-News, died in his home|ing director of American Home, 
here yesterday. He had returned) and one of the publication’s three 
Friday from the annual meeting | principal owners, died in Orange 
of publishers of Copley Press, Inc., | Memorial Hospital, Orange, N. J., 
+ oe weer |yesterday afternoon of leucemia, 

r. Fedou was a member o e|; Pca : ae ae 

Inland Daily Press Association and | wae gg bg bn payee Se ge 
the American Newspaper Publish-| princeton University, took over 
ers association. Before becoming | American Home from Doubleday, 
president of the Courier-News, he| Doran & Co. in 1932, along with 
was advertising manager for the! w. H. Eaton, publisher, and Mrs. 
Elgin Courier and the Elgin News,| J Austin, editor, and along with 
which were merged by Ira C.|his partners raised the magazine’s 
Copley. circulation, advertising volume and 
_- | prestige to new heights. All three 

|of the magazine’s principals had 

SIDNEY L. WILLSON /been connected with the publica- 

Washington, Oct. 10.—Sidney L.|tion when it was published by 
Willson, former president of the | Doubleday, Doran. 
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SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* *% THE * x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


i i 


No radio station in the land reaches more families with 
more good radio programs than WENR—the station that 


talks to one-tenth of the nation. 


That fact adds up to expanding, receptive audience and 
that, in turn, adds up to expanding sales and profits as 


When you think of Ohio, remember the 
Ohio Select List . . . 48 proven home- 
coverage papers serving a Billion Dollar 
retail sales market. Any product adver- 
tised locally can be sold locally. Put 
your faith in the papers in which the 


| our roster of success stories bears witness. 


| Here are just a few of the stars of the Blue’s constellation 
that keep the audience applauding and the cash register 
ringing: 


readers have faith. 


OHIO )SELECT LIST 


OF DAILY NEWSPAPERS 


ance Review 
and Times-Gazette 
tabula Star-Beacon 
ens Messenger 
efontaine Examiner 
evue Gazette 
“ling Green Sentinel- 
bune 
yrus Telegraph-Forum 
bridge Jeffersonian 
icothe Gazette 
eville Herald 
neaut News-Herald 
hocton Tribune 
aware Gazette 
* Liverpool Review 
a Chronicle Telegram 
‘lay Republican- 
Durier 
toria Review-Times 
nont News-Messenger 
yeva Free Press 
nilton Journal-News 
ton Tribune 


ton News-Republican CHICAGO NEW YORK 
aster Eagle-Gazette 
jan News CLEVELAND COLUMBUS 


JOHN W. CULLEN COMPANY 


Marietta Times 

Marion Star 

Martins Ferry Times- 
Leader 

Marysville Tribune 

Middletown Journal 

Mt. Vernon News 

Newark Advocate 

New Philadelphia Times 

Painesville Telegraph 

Piqua Call 

Portsmouth Times 

Ravenna Record 

Salem News 

Tiffin Advertiser-Tribune 

Troy News 

Uhrichsville Chronicle 

Urbana Citizen 

Van Wert Times-Bulletin 

Washington C. H. 
Record-Herald 

Wilmington News Journal 

Wooster Record 

Xenia Gazette 

Zanesville Times- 
Recorder & Signal 


Publishers Representative 


) | 


John B. Kennedy 
Mary Small Revue 


Life of Riley with 
William Bendix 

Guy Lombardo in 
Musical Autographs 

Sammy Kaye’s Tange¢ 
Serenade 

Spotlight Bands 

Raymond Gram Swing 

Famous Jury Trials 

Let Yourself Go with 
Milton Berle 

Heidt Time with 
Horace Heidt 

Dunninger 

Scramby Amby 


Philco Summer Hour 

Time Views The News 

Terry & the Pirates 

Jack Armstrong 

Hello, Sweetheart with 
Nancy Martin 

Drew Pearson 

Walter Winchell 

Quiz Kids 

Basin Street 

Jimmy Fidler 


Chicago's Basic Blue Network Station 
890 kc.— 50,000 wotts 


clear channel 


Owned and Operated by The Blue Network Company - 
NEW YORK + CHICAGO + SAN FRANCISCO + HOLLYWOOD - 


Stop or Go with 
Joe E. Brown 

Gang Busters 

Earl Godwin 

Counter Spy 

Keep Up With The 
World 

Ted Malone 


Darts for Dough 

Hot Copy 

World of Song 

Monday Morning 
Headlines 

Happy Island with 
Ed Wynn 


Represented Nationally by Blue Spot Sales 


DETROIT + PITTSBURGH 
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Publication Research Service’ 
Shows This Readership Background 


Behind The Atlanta Journal’s Mary 
New 


— a 


SS gn 


- rT eNO 


OT AS a cool new-comer, but as an old, old 
N friend. That is how The Journal's new 32-page 
Roto Magazine will make its debut in Southern homes 
Sunday, January 7, 1945. For actually, it is not a 
“new'' magazine. 


eee 
It is the same Sunday Journal Magazine that Journal 


families have been reading for 32 years—stepped up 
to 32 pages, plus the beauty of full color reproduction 
and roto printing, plus many pictorial and editorial 


innovations that the increased size makes possible. 


of a Quarter Million Families 


You get an idea of how the new publication will be 
read from these findings of Publication Research Serv- 
ice*. Their readership survey of August 6, 1944 shows 
90°/, of the women and 82°/, of the men reading The 
Journal Sunday Magazine. Of all those interviewed, 
75°% of the men and 85°, of the women READ one 


* Publication Research Service is the successor to 


or more editorial features! . . . That is the backlog Gallup Research Service; has conducted the Continu- 
to which the new, much improved magazine falls heir ing Study of Newspaper Reading since its inception 
' in 1939. 


Sunday, January 7, 1945. 


* * * 


SAMPLE COPIES of The Journal's Sunday Che Atlanta Journal 


Roto Magazine are now available. Contact any office 
of The Metropolitan Group, Sawyer-Ferguson-Walker COVERS DIXIE LIKE THE DEW 
Company, or write The Atlanta Journal. Space is 
being sold in 4-colors, spot, duotone and monotone. 
Page size is 200 lines x 5 columns. Journal Sunday 


circulation is 249,918. 
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IHOTOGRAPHIC REVIEW & 


CAKE-CUTTING—Tying in with country-wide promotion of Spry shortening and 
Swans Down cake flour was this "Aunt Jenny-Kate Smith Friendship Cocoa Cake 
Party.” Left to right are Wesby R. Parker, General Foods Corporation; Harry 
Hai ding, account executive of Young & Rubicam; Miss Smith; Joseph A. Proctor, 
Lever Bros. Co.; 
account executive, Ruthrauff & Ryan. The cake was made with Swans Down, 
product advertised on the GF program "Kate Smith Speaks,"’ handled by Y&R, 
and Spry, product on Lever's “Aunt Jenny's Real Life Stories,’ handled by 
R&R, both broadcast on CBS. 


; 
~ 


4 il saves \ wear 


CARE SAVES WEAR'—That's the theme of the Esso dealer fall and winter 
campaign, which runs in newspapers and via radio, outdoor posters and sales 
promotion helps in Esso marketing territory. R. M. Gray (right), assistant 
advertising-sales promotion manager of Standard Oil Company of N. J., shows 
a poster to H. K. McCann, president of McCann-Erickson, agency in charge. 


Aunt Jenny; Ray Sullivan, vice-president, and Cal J. McCarthy, 


OF THE ; 


FACSIMILE—This new counter display 
for Miles Laboratories’ One-A-Day vi- 
tamins uses the product's numeral 
trademark as an attention-getter. The 
unit is 15 inches wide and 27 inches 
tall, but requires only 6!/2 inches of 
counter space in depth. Produced by 
Harve Ferrill & Co., Chicago. 
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tii Meet One of the Allies’ Secret Weapons 


THE CHEVROLET-BUILT ARMORED CAR 


Instrument of Victory Extraordinary 


This new armored car is unique among wheeled 
vehicles of this war... a fourteen-ton roving 


weapon—with the speed of a passenger car, 


the firepower of a tank and the armor 


diliee of a mobile fortress. 


~ eUY WAR SONDS 
‘ AND KEEP THEM 
a 
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rr ewe 
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THE SECRET'S OUT—The Staghound, built exclusively by Chevrolet Motor 

division, and a military secret of the Allies since early in 1941, is at last being 

announced in a schedule of newspaper, magazine and farm publication adver- 

tising. Copy praises Chevrolet employes for their work in production of the 
14-ton, heavily armed and armored vehicle. 
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_RECONVERSION TARGET AREA ONE  f 
RED STATES 
61% OF NATIONAL AREA 

(AS LARGE AS EUROPE EXCLUDING RUSSIA) 
PRODUCES HALF OF NATION'S MINERALS 
CONTAINS ONLY 24% OF U. S. POPULATION | 
ACCOUNTS FOR ONLY 11% OF U.S 


; MANUFACTURING. a3 
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ELECTRIC ENERGY © 
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F.8C TR EMERGY PRORECES ere 


mig PAT McCARRAN, Chairman 
1 e. INDEX TO MAP 
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2 YELLOW STATES 
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SYMBOLS IN PERCENTAGE OF NATIONAL TOTALS 


3. Gnern Eres 


we APES gg toy AREAS a 


2 
yorvas rota areas) contain 77 million people : 
ae POPULATION forsee sw Porucarionf 9 ¢ YS une “a SG. of U. S. population. 46 of PF 
san MINERALS MINERALS wo x i the 77 million are crowded into 
z ” a2: 136 counties of the Bive States 
MAAN MANU ~ 
we. Fae VNC Bas wa Fae 0 a li ia Mi as Mii My rr an areas emaiter than Kansas 
TOTAL TOTAL 
no icome = Ges 14 INCOME 06666 tuo Despite this serious overcrowd 
raa™ p vane a ing the Sine industria! cones ac 
my Porusrion | | a, PormaTions | 7% count for S7% of the increased 
pheeened ame wartime employment 
oe INCOME 66¢ on» a 2 n . 
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RECONVERSION TARGET AREA TWO 
YELLOW STATES 


20% OF NATIONAL POPULATION 

RECEIVES ONLY 11% OF NATIONAL INCOME ~ 
ACCOUNTS FOR 39% OF U.S. FARM POPULATION 
RECEIVES ONLY 20% OF U.S. FARM INCOME. © 
IF PER CAPITA INCOME OF THESE STATES 
WERE RAISED TO LEVEL OF NATIONAL PER | ™ 
CAPITA INCOME, TOTAL NATIONAL INCOME 7 
WOULD BE INCREASED BY. $10,000,000,000, : 
ANNUALLY | 


DENSITY OF POPULATION 
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. ; LUE STATES 


P YELLOW STATES 


CmEEN STATES 

WED STATES 

erren STATES 
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industrial rones 8” of the U.S 


EXPANSION OF PURCHASING POWER IS KEY TO RECONVERSION 


Total income payments in the U.S. increased 96° between Per capita incu 


MINERAL PRODUCTION 1943 


gion shows that the 5% relative 
1939 and 1943. Analyzed regionally. the 57° of the people gain tor this 57 the people has had small effect on METALS * ‘ a - « “ - - - 
tiving in the Yellow. Green, and Red States increased their share the inequalities. ts this small gain to be lost in the impending - om 6 M2220 © ae 


1939 


of the national income from 44% te 49° 


DIVISION OF NATIONAL INCOME BY REGION 
1943 


recenversion ’ 


PER CAPITA INCOME BY REGION 
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'CS—SENATE STYLE—The Government Printing Office printed this 52- by 34-inch four-color chart, issued by the Senate 


concentration of manufacturing in the East. 


McCarran committee on centralization of industry to illustrate 
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GORD... 
MIDDLEMAN 
OF SCIENCE 


Bi Goro is an interpreter. 


He takes complicated scientific subjects and 
interprets them, via his special camera devices, 
so that when they appear in LIFE they are un- 


derstandable and interesting to millions of people. 


As a link between the scientist and the public, 
Goro specializes in microscopic subjects. As 
against the two dimensions (silhouette or trans- 


parency) of microphotography, he has developed 


macrophotography, which takes objects the size 


of a pinhead or smaller, and shows them in 


Device here measures amplitude of arterial pulsations—one 


of Goro’s revealing photographs from LIFE’s story on sensi 
tivity to pain. This article reported on discoveries made by 
researchers of Cornell Medical College, New York Hospital. 


ay 


ie 
bs aA .. 
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> SS a Bi 


A man and a molecule. Before taking one of the photographs for LIFE’s lucid picture-story on the synthesis of quinine, Ga 
first had to set up this peg-and-ball model of the complicated molecule, N-benzoyl-8-carbethoxy-quinotoxine, for a portraiff) He 


their surroundings, three dimensionally. He did 
this with a single blood vessel in the liver of a 
salamander and again with the embryo of a 
possum which to the human eye was but a tiny 


speck floating in alcohol. 


Among his toughest assignments was the pho- 
tographing of an atom. His pictures of liquid hel- 
ium, first ever to be taken, were included in an 
exhibit of the American Association for the Ad- 


vancement of Science. 


Goro is but one of the unique specialists who 


Penicillin, the now-famous bacteria-killing agent, photo- 
graphed by Goro in the process of production. Mold cul- 
tures, from which penicillin is made, are shown incubating in 
bottles at the Squibb Laboratories in New Brunswick, N. J. 


make up LIFE’s editorial and photographic stafh 
The well-balanced variety of subjects which a 


realistically: presented to LIFE’s readers is one ( 


history ever had so many readers every week. 


the reasons why no other magazine in America 


Anesthetized frog’s blood vessels being observed un" 


scope. To secure this and other pictures of cap!! 
lation, Goro worked with Dr. Melvin Knisely a 
versity of Chicago for 48 backbreaking hours witho: | @°"" 
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